BEMBERG 

QUALITY  CONTROL 

INAUGURATED . January,  1939 

LABORATORY . U.  S.  Testing  Company 

REQUIREMENT  FOR  CERTIFICATION  .  .  Complete  Serviceability 

BEMBERG  “CERTIFIED”  TAGS  .  .  Used  only  on  Approved  Fabrics 


RECORD  1941  SEASON 


NUMBER  OF  DRESSES  made  of  “Certified” 

Sheer  Fabrics  Woven  of  BEMBERG  Rayon  More  Than  Six  Million 
NUMBER  OF  DRESS  MANUFACTURERS 

Using  BEMBERG  “Certified”  Tags  .  .  Three  Hundred  and  Sixty-Two 


NUMBER  OF  DRESSES  made  of  BEMBERG 
“Certified”  Fabrics  Returned  as  Unsatisfactory 


...NOT  ONE/ 


BEMBERG 


CORPORATION 


261  Fifth  Avenue  •  NewYork,  N.  Y. 

*BEMBERG  is  the  registered  trade-mark  of  the  AMERICAN  BEMBERG  CORPORATION 


XDIVIDUALITY^i^ 


Now,  to  a  greater  extent  than 
ever  before.  Grand  Rapids* 
planned  stores  may  be  distinc* 
tive,  and  expressive  of  an 
individual  charm  which  will 
naturally  lure  new  customers 
and  attract  new  patronage. 


Greater,*  still,  these  stores 
enjoy  the  exclusive  advantages 
of  a  new  principle  which 
places  a  new  and  potent  sell¬ 
ing  emphasis  on  the  merchan¬ 
dise,  and  permits  of  instant 
interchange  of  departments 
to  meet  seasonal  changes. 


The  new  line  permits  of  any 
architectural  treatment  or 
decorative  surroundings  and 
encourages  frequent  restyling 
of  any  section  or  the  entire 
store  at  negligible  expense. 


These  are  but  a  few  of  the  plus 
advantages  found  only  in  the 
new  Grand  Rapids  line,  and 
available  to  Grand  Rapids 
designers  for  bringing  greater 
results  and  greater  prestige  to 
any  store,  and  on  the  basis  of 
a  modest  investment  which 
will  pay  big  dividends. 
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guilds,  that  of  the  locksmith  was  most  representative  of  fine  hand  craftsmandiif 
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OVER  16,000,000 


FULL-PAGE  ADVERTISEMENTS  IN 
LEADING  OCTOBER  MAGAZINES 
ARE  INTRODUCING  YOUR 
CUSTOMERS  TO 


SOCIETY  LEADER 


TES  /  the  New  York  Dress  Institute  campaign— the 
greatest  promotion  in  dress  history — is  well  under 
way.  In  the  current  issues  of  the  most  important 
leading  women’s  magazines,  millions  of  American 
women  have  been  introduced  to  the  New  York 
Creation  Label  and  told  what  it  means  to  them.  In 
the  next  few  months,  millions  more  will  acquaint 
themselves  not  only  with  this  important  label,  but 
with  the  basic  idea  behind  the  whole  program— the 
Buy-A-Wardrobe  Idea! 

For  years,  the  entire  dress  industry  has  suffered 
from  the  promotion  of  the  "basic”  dress.  Women 
have  been  told,  shown  and  sold  the  one-dress-for-all- 
occasion  idea.  We  all  know — the  figures  show— that 
the  result  has  been  little  short  of  disastrous— with 
less  volume,  less  turnover,  less  profit— fewer 
dress  departments  on  the  right  side  of  the  ledger! 

This  new  promotional  campaign  of  the  New 
York  Dress  Institute  is  diametrically  opposed  to 
the  whole  idea  of  the  “basic"  dress.  Instead, 
the  program  wholeheartedly  embraces  the 
idea  of  a  “Basic  Dress  Wardrobe” — the  Right 
dress  for  the  Right  occasion.  By  implication  in 
consumer  magazines,  this  campaign  is  saying 
to  five  classifications  of  American  women,  from 
the  working  girl  to  the  woman  of  means:  “Buy 
more  than  a  dress,  buy  a  wardrobe." 

Consumer  Advertising  designed  to  help  you  sell  more 
dresses  is  appearing  regularly  in  Vogue,  Harper’s 
Bazaar,  Mademoiselle,  Glamour,  The  New  Yorker, 
Good  Housekeeping,  Ladies’  Home  Journal,  McCall’s, 
Woman’s  Home  Companion,  Life  and  True  Story. 

Tie  in,  as  other  great  stores  are  now  doing.  Write  the 
Institute  and  tell  us  how  we  can  be  of  greater  service. 

New  York  Dress  Institute, 

1450  Broadway,  New  York. 
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IT  PAYS  TO  PROMOTE 

DRESSES  FROM  NEW  YORK 
WHERE  THE  NEW  BEGINS 

DRESSES  WITH  THIS  LABEL 
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"MERRY  CHRISTMAS"  WITH  AN 
OBLIGATION! 

A  FEW  days  ago  a  file  of  correspondence 
suddenly  turned  up  in  our  office 
which  bears  various  dates  in  August 

1918. 

That  yelloAved-w'ith-age  exchange  of  letters 
is  especially  interesting  at  this  time.  It  seems 
that  the  “Pennsylvania  Council  of  National 
Defense  and  Public  Safety”  had,  tentatively 
at  least,  suggested  that  the  public  give  up 
during  the  war  the  practice  of  exchanging 
Christmas  gifts. 

good  member  of  the  National  Retail  Dry 
Goods  Association  had  appealed  to  this  or¬ 
ganization,  which  in  its  turn  had  immediate¬ 
ly  consulted  the  National  Council  of  Defense 
and  explained  that  retailers  throughout  the 
country  had  purchased  large  quantities  of 
holiday  goods  in  the  expectation  that  the 
public  would  as  usual  want  such  merchan¬ 
dise.  To  interfere  with  the  Christmas  gift  cus¬ 
tom  would  place  an  intolerable  burden  upon 
the  resources  of  such  merchants  and  would 
invite  dire  consequences. 

According  to  this  record,  the  Pennsylvania 
Council  of  National  Defense  finally  con¬ 
tented  itself  with  the  adoption  of  the  follow¬ 
ing  resolution: 

“Resolved,  we  discourage  the  giv¬ 
ing  of  useless  or  extravagant  Christ¬ 
mas  presents,  but  urge  early  Christ¬ 
mas  shopping,  and  that  all  gifts  by 
mail  or  express  be  so  started  to 
destination  not  later  than  December 
fifth;  and  that  due  publicity  be 


given  this  action  by  our  Department 
of  Publicity  and  Education.” 

This  is  a  record  which  reveals  several  im¬ 
portant  points  which  should  interest  all  re¬ 
tailers  today  and  reveal  a  moral  to  them. 
First:  the  important  Christmas  trade  always 
presents  a  temptation  for  busy  and  thought¬ 
less  folks  to  shoot  at.  Second:  public  officials 
nearly  always  will  be  reasonable  when  the 
facts  are  shown  to  them.  And,  third:  there 
must  be  powerful  and  interested  organiza¬ 
tions  which  know  the  facts  and  have  the 
necessary  contacts  with  public  officials  to  in¬ 
sure  that  such  facts  can  be  placed  before  the 
light  officials  without  delay  when  the  need 
arises. 

The  existing  National  Emergency  leads 
our  thoughts  unfailingly  back  to  the  former 
war  period.  We,  fortunately,  are  not  at  war 
but  we  all  realize  the  importance  of  National 
Defense  and  such  readjustments  as  the  na¬ 
tion’s  need  requires  we  will  all  make.  There 
is,  indeed,  no  way  out  of  that,  but  good  re¬ 
tailers  will  cheerfully  comply  with  whatever 
is  necessary. 

That  does  not  mean,  however,  that  retail¬ 
ers,  or  any  other  group  of  citizens,  must  be 
committed  to  comply  cheerfully  and  without 
objection  to  every  far-reaching  proposal  that 
over-zealous  officials  may  set  up. 

Wherever,  and  whenever,  a  proposed  course 
would  result  in  undue  and  inescapable  hard¬ 
ship  those  citizens  who  would  be  affected 
have  an  inalienable  right  to  present  their  in- 
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formation  and  their  side  of  the  case  to  the 
officials  in  charge.  It  is  in  fact  a  duty  to  do 
so.  Only  in  that  way  can  a  democracy  pro¬ 
tect  its  whole  people. 

After  such  a  hearing,  however,  with  the 
officials  in  full  possession  of  the  facts,  if  the 
decision  is  that  the  course  indicated  must 
nevertheless  be  followed,  then,  as  good  Amer¬ 
icans,  we  must  all  comply. 

We  remember  that  during  the  previous 
war,  when  Bernard  Baruch  was  chairman  of 
the  powerful  War  Industries  Board,  a  delega¬ 
tion  of  ours  found  it  necessary  to  go  to  him 
to  straighten  out  a  ruling  which  would  have 
greatly  and  unnecessarily  hurt  retailing  and 
the  consuming  public.  Mr.  Baruch  listened 
to  our  story,  asked  some  questions  and  then 
said:  “I  believe  you  fellows  are  telling  me  the 
truth  and  I  am  going  to  do  what  you  ask, 
but— if  I  ever  learn  you  have  lied  to  me  I’ll 
follow  you  through  hell.” 

Thus,  in  spite  of  his  tremendous  power 
and  the  great  demands  upon  his  time,  Mr. 
Baruch  was  willing  to  listen  to  men  who 
knew  the  facts  and  to  change  the  policy  which 
he  had  previously  announced. 

These  thoughts  perhaps  are  not  especially 
welcome  in  what  started  out  to  be  a  more 
or  less  light-hearted  reference  to  the  coming 
pre-Christmas  trade. 

We  are  not  at  war.  There  is  no  reason 
why,  at  this  time,  the  age-old  custom  of  ex¬ 
changing  gifts  should  in  any  way  be  interfered 
with.  True,  Christmas  shoppers  this  year 
may  find  some  things  are  not  so  easily  ob¬ 
tained  as  in  other  years  but  there  will  be  no 
scarcity  of  acceptable  merchandise  for  gift 
purposes. 

Purchasing  power  is  high.  It  is  increasing, 
and  the  American  people  are  free  spenders 
when  they  have  the  money.  Rising  prices  are 
not  yet  high  enough  to  cause  any  particular 
resentment  and,  all  in  all,  we  think  the 
Christmas  trade  is  likely  to  prove  the  greatest 
on  record. 

It  seems  to  us,  however,  that  because  this 
Christmas  trade  bulks  so  largely  in  the  eco¬ 
nomics  of  manufacturers,  retailers  and  the 
public  every  retailer  should  be  very  conscious 
of  the  need  of  protecting  that  trade  and  the 
tradition  from  which  it  springs. 

If  the  willingness  of  the  public  to  spend 
its  money  freely  is  made  the  excuse  for  any 
orgy  of  price-raising  in  retail  stores  it  may¬ 
be  questioned  whether  we  shall  enjoy  another 
Christmas  trade  next  year. 

There  is  no  sign  of  any  early  easing  of  the 
National  Emergency.  Things  grow  worse  in¬ 
stead  of  better.  Retailers  who  practice  a 


healthy  restraint  in  their  pricing  of  merchan¬ 
dise,  and  who  generally  conduct  themselves  as 
responsible  American  citizens  rather  than  as 
greedy  opportunists,  will  be  providing  insur¬ 
ance  for  the  future  continued  success  of  their 
enterprises. 

It  is  with  this  serious  thought  of  the  obliga¬ 
tion  upon  all  retailers  that  we  say  to  you— 
“Merry  Christmas”  and  may  you  reap  all  the 
business  and  profits  that  you  deserve.  Note 
that  last  word— “deserve.” 

SIX  PERCENT  ON  INVESTMENT 

IT  does  not  seem  credible  that  Congress 
will  take  too  seriously  the  proposal  of 
the  Secretary  of  the  Treasury  that  all 
profits  above  six  percent  on  investment 
should  be  taxed  away  from  business. 

To  accept  the  capital  invested  as  a  gauge 
for  profits  would  be  to  work  wholly  unjustifi¬ 
able  hardship  upon  thousands  of  business 
concerns. 

Let  us  say  that  two  men  enter  the  retail 
business  at  the  same  time  and  each  invests 
the  same  amount  of  capital.  One  man  is  keen 
and  energetic  and  has  all  of  those  qualities 
which  go  to  make  a  good  merchant.  The 
other  fellow  is  just  the  opposite— lazy,  care¬ 
less,  unprogressive.  He  never  should  have 
gone  into  the  business. 

The  first  man,  on  the  same  initial  capital, 
does  twice  the  business  of  the  second  man. 
He  serves  at  least' twice  as  many  people.  His 
turnover  is  faster  so  that  he  always  has  fresh, 
new  goods  and,  because  of  his  faster  turnover, 
he  can  price  his  goods  more  closely  and  does 
so,  thus  inducing  more  trade. 

The  second  man’s  service  is  limited  by  his 
own  inefficiency  and  the  facts  of  his  business 
to  a  smaller  number  of  customers.  His  goods 
do  not  have  the  freshness  which  comes  from 
faster  turnover.  His  prices,  if  he  is  to  make 
a  net  profit,  will  have  to  be  somewhat  higher, 
assuming  his  cost  of  rent  etc.,  is  comparable. 

Under  these  circumstances,  to  restrict  both 
these  men  to  the  same  net  profit  would  be 
stupid— and  yet  they  have  the  same  capital 
investment. 

The  American  idea  has  always  been  that 
men  should  be  paid  for  the  service  they 
render.  Thus,  the  only  sound  gauge  for  the 
retailer  of  what  net  profit  he  should  be  per¬ 
mitted  to  retain  must  be  the  volume  of  sales, 
not  invested  capital. 

When  we  consider  the  great  businesses 
which  have  developed  from  small  capital  in¬ 
vestments,  and  the  thousands  of  business  en¬ 
terprises  in  which  personal  service  counts  for 
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so  much  more  than  capital  investment,  it 
should  be  clear  that  the  Secretary  of  the 
Treasury  was  so  far  from  a  realistic  under¬ 
standing  of  the  problem  that  his  suggestion 
should  be  quickly  forgotten. 

However,  this  is  one  more  indication  of 
the  trend  of  things.  Even  if  Congress  does 
not  accept  the  idea  of  limiting  profit  to  six 
percent  of  investment  the  general  course  of 
events  tends  ever  in  the  same  general 
direction. 

The  Chinese  are  said  to  use  a  bird  which 
is  a  natural  fisher  to  catch  fish  for  them.  A 
brass  ring  is  placed  about  the  bird’s  throat 
so  that  it  cannot  swallow.  The  bird  is  then 
thrown  overboard  to  catch  a  fish.  Since  it 
cannot  swallow  its  catch  it  brings  it  up  and 
the  Chinese  fisherman  takes  it  from  it. 

Quite  a  lot  of  ingenious  ideas  have  origi¬ 
nated  in  China  which  later  have  been  adapted 
to  American  use. 

"WOE  TO  HIM  WHO  KNOWS  THE  WAY  AND 
FOLLOWS  IT  NOT" 


r 
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u  A  RE  we  merely  to  sell  Defense  Stamps 

r\  but  take  an  abnormal  mark-up 
whenever  the  opportunity  offers?” 
This  is  the  question  which  one  of  our  mem¬ 
bers  asks  us  and  it  is  a  question  which  should 
be  answered  for,  and  by,  every  retailer  in  the 
land. 

The  question  arises  because  a  manufac¬ 
turer,  in  accepting  an  order  at  an  older  price, 
has  stipulated  that  the  retail  price  must  be 
increased  at  once  on  all  the  merchandise  the 
retailer  has  on  hand. 

Our  member,  very  commendably,  takes  the 
position  that  this  is  not  fair  to  the  public, 
that  it  will  unduly  increase  his  store’s  mark¬ 
up,  that  this  course  will  trouble  his  conscience 
and  that  presently,  when  Uncle  Sam  starts 
to  check  up  on  the  retailer  it  will  probably 
trouble  him  still  more. 

Here  is  a  very  vital  problem  and  one  which 
the  average  manufacturer  seems  not  to  under¬ 
stand.  We  have  repeatedly  tried  to  make  it 
clear  that  there  is  no  reason  for  assuming  that 
retailers  are  made  of  any  different  clay  than 
manufacturers,  or  that  they  have  any  less  lik¬ 
ing  for  net  profits.  The  only  difference  be¬ 
tween  the  retailer  and  the  manufacturer  is 
that  the  retailer  must  face  the  public  and, 
when  prices  go  too  high,  it  is  upon  the  re¬ 
tailer  that  the  public  empties  the  vials  of  its 
wrath. 

If  the  manufacturer  had  to  face  the  public 
he  could  better  understand  the  present  situa¬ 


tion.  Surely  it  is  an  anomalous  situation 
when  the  retailer  has  to  beg  the  manufacturer 
not  to  compel  him  to  take  any  higher  mark¬ 
up.  We  do  not  want  the  retailer  to  have  to 
ask  manufacturers  not  to  increase  retail  mark¬ 
ups  because  that  idea  might  take  root  so  lusti¬ 
ly  that  manufacturers  would  come  to  believe 
retailers  do  not  want  any  profits,  and  that 
would  be  calamitous. 

However,  in  these  times  of  national  emer¬ 
gency— when  all  thoughtful  folks,  both  in  and 
out  of  Government,  are  fearful  of  an  uncon¬ 
trolled  inflation— manufacturers  who  really 
have  an  interest  in  keeping  business  on  a 
sound  basis  and  are  not  entirely  blind  to  the 
problems  faced  by  their  retail  customers 
should  do  all  that  they  can  to  help  keep  re¬ 
tailers  on  the  right  path. 

Retail  costs,  like  all  other  business  costs, 
are  on  the  increase.  Retailers  therefore  are 
likely  to  be  tempted  when  a  reputable  re¬ 
source  suggests  marking  up  goods  in  stock  to 
level  up  to  an  increased  price.  It  is  an  attrac¬ 
tive  prospect  but  the  game  is  not  worth  the 
candle!  It  is  going  to  make  trouble  for  re¬ 
tailers. 

Therefore  manufacturers  in  meeting  their 
increasing  costs  by  re-arranging  price  lines 
etc.,  should  feel  the  responsibility  to  refrain 
from  urging  retailers  to  increase  their  mar¬ 
gins. 

It  is  natural  for  manufacturers  and  retailers 
who  have  developed  an  orderly  business  with 
merchandise  neatly  classified  by  price  lines  to 
want  to  preserve  those  orderly  methods,  but 
—we  are  in  an  unlimited  national  emergency, 
and  apparently  on  the  very  brink  of  war! 
This  is  not  a  time  when  the  government  is 
going  to  care  a  tinker’s  damn  about  our  price 
lines  or  the  desire  of  any  manufacturer  to 
prevent  his  product  being  sold  at  different 
prices  in  different  stores.  We  have  some 
things  of  much  greater  importance  to  think 
about  just  now  and  both  manufacturer  and 
retailer  are  going  to  have  to  get  used  to  a 
good  many  things  which  they  might  prefer 
to  have  otherwise. 

An  uncontrollable  inflation  could  wreck 
practically  every  one  of  these  manufacturers 
and  the  retailers  who  buy  from  them! 

We  have  consistently,  as  an  association, 
tried  to  influence  retailers  to  follow  a  sound 
and  safe  course.  It  is  more  important  than 
ever  that  retailers  work  sincerely  to  prevent 
unjustifiable  increases  in  the  price  of  con¬ 
sumer  goods. 

And  in  this  effort  every  retailer  is  entitled 
to  the  thoughtful  cooperation  of  every  good 
manufacturer. 
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irO  ONE  CAN 

SWING  AMEHICA’S  BUYING 


Christmas,  1941 


All  forecasts  indicate  that  the  retail  stores  of 
America  are  heading  toward  a  very  “Merry  Christ¬ 
mas.”  We  are  assured  that  Mr.  and  Mrs.  America 
and  millions  of  their  grown  up  children  have  available  for 
gift  buying  more  funds  than  they  have  had  in  years.  Par¬ 
ticularly  is  this  true  in  the  case  of  the  farmers,  who  this 
year  will  have  the  highest  cash  income  in  two  decades, 
we  are  told. 

And  are  they  in  the  mood  to  spend!  The  war,  defense 
program,  higher  taxes,  and  prices,  and  all  the  kindred 
subjects  which  for  so  long  have  depressed  us  all,  will  give 
way  to  the  spirit  of  the  holiday  season,  as  Americans  search 
for  those  tokens  which  at  Christmas,  in  spite  of  everything 
else,  are  symbolic  of  peace  and  good  cheer.  Few  other 
interests  will  have  a  “priority”  claim  on  the  thinking 
and  doing  of  America,  once  the  Christmas  season  gets 
under  way. 

From  the  retail  stores,  Christmas  shoppers  will  expect 
increased  service  in  direct  ratio  to  the  increase  in  their 
spending.  Can  the  stores  meet  this  challenge  in  the  face 
of  the  unusual  conditions  that  have  developed  as  the 
result  of  our  all-out  efforts  for  defense?  Merchandisers 
will  have  to  deal  with  the  problems  arising  from  the  com¬ 
mandeering  of  materials  by  the  government.  They,  no 
doubt,  will  also  experience  great  difficulties  as  they  seek 
replenishments  for  exhausted  stocks.  Management,  too, 
may  have  a  gigantic  task  in  its  efforts  to  secure  trained 
personnel.  Can  they  meet  this  challenge?  Stores  which 
have  been  asked  this  question  think  they  can  by  intelligent 
planning  begun  long  enough  in  advance  to  permit  the 
proper  follow-through. 

Following  a  practice  of  a  number  of  years.  The 
Bulletin  with  the  cooperation  of  the  N.R.D.G.A.  staff 
publishes  in  this  issue  information  on  what  many  of  our 
member  stores  are  planning  with  a  view  of  taking  care  of 
the  Christmas  rush  from  the  moment  it  starts— less  than 
two  months  hence.  We  present  it  here  in  the  hope  that  it 
will  be  found  helpful  to  every  member  of  the  retail  trade. 

—The  Editors 


Personnel  Takes  the  Lead  in 
Christmas  Management  Problems 

By  George  Plant 
Manager,  Management  Divisions 


War  conditions  are  affecting  every  phase  of  store  service  operations 
—  delivery,  packing,  customer  services  —  but  the  most  important 
problem  is  the  scarcity  of  extra  workers  to  meet  the  Christmas  rush. 


By  far  the  outstanding  Christ¬ 
mas  problem  is  the  question 
of  how  and  where  to  obtain 
adequate  and  ample  personnel. 
Most  stores  believe  that  the  prob¬ 
lem  is  going  to  be  considerably 
more  serious  than  last  year  which 
was  no  easy  task  in  itself.  A  few 
store '  managers  in  certain  com¬ 
munities  believe  that  the  increase 
in  unemployment  in  non-defense 
industries  which  have  had  to  cur¬ 
tail  production  because  of  supply 
shortages  will  relieve  to  an  appre¬ 
ciable  extent  the  department  store 
employment  problem.  This  may 
be  true  in  certain  communities, 
but  it  certainly  cannot  generally 
be  relied  upon  by  most  stores. 
Hence  the  emphasis  is  now  being 
placed  on  development  of  new  em¬ 
ployment  resources. 

Employment  Dates  Advanced 

Illustrative  of  the  difficulty  an¬ 
ticipated,  G.  Glen  Anderson  of  The 
Strouss-Hirshberg  Co.,  Youngs¬ 
town,  advises  that  “Our  employ¬ 
ment  problems  have  never  been  so 
difficult.  The  worst,  of  course,  is 
with  our  young  men  and  secondly, 
to  get  women  who  have  had  any 
typ>e  of  retail  background  to  help 
with  our  regular  contingent  prob¬ 
lems.” 

Many  stores  are  advancing  their 
employment  dates,  bringing  jieople 
in  earlier  to  be  “sure”  of  having 
them,  and  in  order  to  give  them 
the  sj>ecialized  training  which  will 
be  needed.  Good  prospects  are  be¬ 
ing  brought  in  before  jobs  actually 
exist  on  the  theory  of  “the  bird 
in  the  hand,”  etc.  This  advance 
employment  promises  to  be  general 


especially  in  highly  industrialized 
communities. 

Miss  Frances  C.  Rannells  of 
Rich’s,  Inc.,  Atlanta,  reports  that 
the  Christmas  employment  antici¬ 
pation  actually  started  in  April 
when  they  began  to  select  graduat¬ 
ing  college  people  to  form  a  perma¬ 
nent  flying  squad.  “These  people 
have  been  coming  in  all  summer 
and  now  each  floor  has  its  own 
permanent  flying  squad  of  salespeo¬ 
ple.  A  similar  permanent  squad 
has  been  developed  for  non-selling 
so  that  by  the  time  the  rush  starts 
these  people  should  be  extremely 
flexible  and  of  added  value  because 
of  their  maneuverability.” 

Age  Limits  Lowered 

A  number  of  stores  rep>orts  that 
they  have  lowered  their  employ¬ 
ment  age  requirements  and  where 
heretofore  they  hired  only  people 
of  18  and  older,  are  now  employing 
youngsters  of  16  and  17  if  they  can 
get  them. 

One  store  rejmrts  for  instance, 
“In  the  past  we  employed  only 
high  school  graduates  who  had  at¬ 
tained  the  age  of  18  years.  This 
fall  we  shall  employ  boys  and  girls 
as  young  as  16  years  who  can  pre¬ 
sent  school  p>ermits  and  certificates 
of  birth.  This  will  not  interfere 
with  our  operation  since  our  store 
maintains  a  40-hour  week  schedule, 
but  it  will  require  closer  supervi¬ 
sion  and  more  patient  teaching  on 
the  part  of  department  heads.” 

Another  store  advises  that  “Never 
before  have  we  introduced  high 
school  graduates  immediately  into 
selling  but  rather  have  worked 
them  into  our  Inspection  Depart¬ 


ment  and  promoted  them  to  selling 
as  they  have  developed  in  experi¬ 
ence.  Now  we  are  planning  to  take 
a  group  of  high  school  graduatei 
and  develop  a  course  in  salesman¬ 
ship  in  our  own  store  and  try  to 
attract  them  to  take  this  course 
with  the  idea  that  from  this  group 
we  will  be  able  to  secure  at  least  a 
small  number  to  go  directly  into 
selling  jobs.” 

Similarly  many  stores  have  in¬ 
creased  the  maximum  employment 
age  and  are  taking  people  from  40 
to  50. 

Last  year  many  stores  found  it 
necessary  to  send  calls  for  half 
again  or  twice  as  many  as  actually 
needed  to  get  their  quota.  Thi 
condition  will  probably  be  m(Mt 
acute  this  year  judging  from  the 
recent  experience  of  some  stores  in 
staffing  for  their  fall  anniversary 
sales. 

New  Resources 

Stores  are  frantically  searching 
for  new  resources  heretofore  un¬ 
tapped  or  “only  slightly  used.” 
Local  colleges  are  getting  mwe 
than  their  share  of  attention  and 
in  many  cases  are  proving  a  help¬ 
ful  source  of  Christmas  personnel. 

A.  V.  Sheffield  of  The  HaUe 
Brothers  Co.,  Cleveland,  advises 
that  last  year  they  discovered  an 
increasing  number  of  college  stu¬ 
dents  who  were  desirous  of  part- 
time  employment  and  who  were 
used  with  good  results,  particularly 
those  who  could  come  in  by  12  or 
1:00  P.M.  and  who  were  available 
all  day  Saturday.  “This  year,”  he 
states,  “we  have  encouraged  the 
student  to  arrange  his  studies,  when 
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Window  and  Interior 
Successes  of  1940 


Victorian  decor  in  this  interior  ready-to-wear 
display  at  B.  Altman  &  Co.,  New  York. 


,The  little  Christmas  tree  was  studded  with  bags  in 
this  Bon  wit  Teller  window,  and  card  read,  “If  she 
dotes  on  super  accessories,  give  her  a  comment 
piece  bag.”  Manikin  wears  luxurious  furs. 


A  traveling  case  with  fittings  of  solid  gold  was  focal 
point  of  a  strikingly  mirrored  Saks-Fifth  window. 
“Way  to  a  Woman’s  Heart”  was  the  caption  for  a 
series  of  luxury  gift  suggestions. 


View  of  the  Circus  Toy  Shop  at  Lord  fc  Taylor.  Circus  colors,  balloon  trim.  Stuffed  animals 
were  housed  on  shelves  which  simulated  cages  at  the  zoo.  Clowns  were  painted  in  red  and  white 
on  the  blue  side  walls.  Young  visitors  were  given  bright  balloons  for  souvenirs. 
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possible,  in  the  morning  hours  so 
that  he  can  rejxirt  for  work  at  noon 
or  shortly  thereafter.  We  have 
splendid  coojjeration  from  the 
schools  and  we  believe  that  pro¬ 
grams  for  the  students  will  be  so 
arranged  as  to  help  industry  as 
much  as  possible.” 

Arthur  L.  Manchee  of  L.  Bam¬ 
berger  &  Co.,  Newark,  advises  they 
intend  to  use  a  large  number  of 
college  students  to  sell  from  5:30 
P.M.  to  9:30  P.M.  on  the  evenings 
when  the  store  is  Of)en  until  9:00 
P.M.  and  to  work  all  day  Saturday. 
They  are  recruiting  also  employees 
from  other  lines  of  work  having 
Saturdays  off  and  who  are  interest¬ 
ed  in  the  additional  employment. 

One  of  the  best  resources  gener¬ 
ally  recognized  but  in  most  instan¬ 
ces  not  thoroughly  utilized  is  ob¬ 
taining  suggestions  from  present 
employees  as  to  relatives  or  friends 
who  are  available  and  would  be  in¬ 
terested  in  temporary  work. 

B.  W.  Elsom  of  the  Boston  Store, 
Milwaukee,  rejxjrts  that  “We  are 
putting  up  bulletin  Iward  an- 
nouncements  to  onr-  cTnployees  on 
existing  T'acancies  and  suggesting 
that  if  they  have  acquaintances  who 
might  be  interested  they  should  ask 
them  to  apply.”  Such  bulletin  an¬ 
nouncements  are  helpful,  but 
should  be  actively  followed  up  by 
suptervisory  executives  in  individu¬ 
ally  contracting  present  employees 
in  order  to  yield  the  most  extensive 
results. 

Vocational  high  schools  offer  an¬ 
other  source  and  merchants  par¬ 
ticularly  in  the  smaller  and  medi¬ 
um  sized  communities  have  suc¬ 
ceeded  in  getting  the  coop)eration 
of  school  authorities  to  change  the 
daily  school  hours  and  to  advance 
the  date  of  their  holiday  vacations 
where  employment  is  guaranteed  to 
their  students. 

George-Deen  Training  Utilized 

Another  source  is  the  greater  use 
of  George-Deen  classes  in  distribu¬ 
tive  education.  The  Federal  au¬ 
thorities  have  recently  revised  their 
regulations  p)ermitting  a  pre-em¬ 
ployment  type  of  training  whereby 
individuals  who  are  guaranteed  in 
advance  p>ositions  in  the  store  later 
for  the  holiday  seasons  can  devote 
full  time  to  classroom  study  pre¬ 
paratory  to  their  subsequent  em¬ 
ployment.  Heretofore  the  coopera¬ 
tive  plan  operated  largely  on  the 


basis  of  so  many  hours  work  each 
week  in  the  store  and  so  many 
hours  in  the  classroom.  If  stores 
will  work  with  their  local  coordi¬ 
nators  they  can  arrange  full  time 
training  classes  for  such  people  now 
and  use  them  full  time  in  the  store 
when  the  Christmas  rush  begins. 
This  is  a  matter  of  local  approach 
and  is  a  potential  source  of  help 
that  some  stores  seem  to  be  mini¬ 
mizing  at  the  present  moment. 

Another  source  is  through  con¬ 
tacting  local  non-defense  firms 
whose  employment  may  be  dimin¬ 
ishing  because  of  shortage  of  nec¬ 
essary  materials.  Employment  man¬ 
agers  in  such  concerns  can  be  con¬ 
tacted  by  stores  and  acquainted 
with  store  employment  standards 
so  that  they  can  refer  their  employ¬ 
ees  being  laid  off  to  the  store  em¬ 
ployment  office. 

Still  another  source  is  contact 
with  the  representative  on  each 
local  defense  board  who  has  the  re¬ 
sponsibility  of  helping  to  place  se¬ 
lectees  and  members  of  the  regular 
.Army  as  they  leave  the  service. 
Here  stores  can  do  a  selling  job 
to  interest  suitable  men  who  here¬ 
tofore  have  worked  in  the  manu¬ 
facturing  industry  but  who  might 
be  interested  in  a  local  temporary 
job  at  home  through  the  Christ¬ 
mas  season  before  seeking  employ¬ 
ment  in  defense  industries  located 
away  from  home. 

And  of  course  stores  will  again 
work  with  their  state  employment 
offices  for  the  aid  they  can  render. 

Substitution  of  Women  for  Men 

Stores  are  intensifying  their 
efforts  to  substitute  women  for  men 
on  certain  jobs  where  a  shortage 
of  male  applicants  is  anticipated. 
This  is  being  applied  particularly 
to  the  internal  delivery  system 
where  women  are  being  used  as 
sheet  writers,  stubbers,  wrong  ad¬ 
dress  clerks  and  in  the  return  room. 

Such  substitution  will  also  occur 
in  floor  supervision  where  a  larger 
percentage  of  temporary  heads  of 
stock,  section  and  service  managers 
will  be  women  than  heretofore. 
Rich’s  reports,  for  example,  that 
last  year  they  had  two  women  out 
of  thirty  on  their  floor  service.  This 
year  they  will  have  eight  and  pos¬ 
sibly  ten.  The  use  of  women  for 
light  packing  jobs  is  also  being  re¬ 
sorted  to  further.  One  store  reports 
that  they  are  using  girls  as  parcel 


collectors  carrying  small  items  in 
special  fibre  boxes  from  depart¬ 
ments  to  chutes  to  the  central  wrap. 
Others  are  considering  using  them 
for  handling  small  merchandise 
trucks. 

Training 

Most  stores  anticipate  that  they 
will  have  to  do  a  more  intensive 
training  job  to  offset  the  lack  of 
experience  of  the  average  applicant 
who  will  be  available.  For  example, 
the  Boston  Store  of  Milwaukee  re¬ 
ports  that  their  classroom  training 
schedule  for  new  salespeople  has 
formerly  l)een  completed  in  two 
days  but  is  being  lengthened  this 
season  to  two  and  one-half  days. 
Again,  Miss  Rannells  of  Rich’s 
states  that  “Initial  training  is  be¬ 
ing  made  much  more  graphic  and 
the  follow-up  is  more  careful.  By 
the  use  of  our  own  slide  films, 
charts  and  a  home  study  manual, 
w’e  expect  our  new  people  to  ab¬ 
sorb  initial  training  more  rapidly 
and  more  completely.  We  still 
plan  to  give  three  and  one-half 
days  initial  training  plus  a  two- 
hour  review  for  ail  new  sales- 
{jeople.  Training  for  non-selling 
includes  classes  for  packers,  cash¬ 
iers,  stock  help,  soda  fountain  peo¬ 
ple,  markets,  etc.  and  manuals  for 
the  various  non-selling  depart¬ 
ments.  Sponsors  in  these  depart¬ 
ments  are  assuming  more  definite 
and  intensive  training  responsi¬ 
bility  than  heretofore.” 

The  use  of  home  study  manuals 
will  be  resorted  to  by  an  increasing 
number  of  stores  this  Christinas 
season.  The  R.  H.  White  Com¬ 
pany,  Boston,  has  been  using  such 
manuals  covering  the  handling  of 
regular  cash  and  paid,  taken  and 
send  transactions  for  a  number  of 
years.  Last  year  both  Bamljerger’s, 
Newark,  and  Macy’s,  New  York, 
used  these  manuals  w’ith  effective 
results.  This  year  such  stores 
among  others  as  Rich’s,  .\tlanta; 
The  Strouss-Hirshberg  Company, 
Youngstown,  O.;  The  Halle  Broth¬ 
ers  Co.  of  Cleveland,  and  The 
Anderson -Newcomb  Co.  Hunting- 
ton,  W.  Va.,  will  use  this  method 
to  facilitate  regular  initial  class¬ 
room  training.  T'liese  manuals, 
given  out  to  the  employees  in  ad¬ 
vance  of  their  first  reporting  date 
or  on  their  first  day  in  the  store, 
permit  them  to  absorb  the  basic 
system  involved  more  thoroughly 
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Christmas  Interiors 


at  home  and  usually  reduces  the 
amount  of  classroom  training 
necessary.  Further  it  serves  as  a 
check  on  the  person’s  |X)tential 
ability  to  master  the  necessary  sell¬ 
ing  system  involved. 

In  the  case  of  Bamberger’s,  this 
home  study  program  very  likely 
will  be  extended  to  apply  to  wrap¬ 
pers,  packers,  markers,  elevator 
operators  and  information  clerks. 

Sponsors 

.Many  stores  plan  to  expand  their 
sponsor  training  programs  and  are 
doing  a  more  thorough  jpb  in  the 
advance  training  and  preparation 
of  these  sponsors  to  help  induct 
the  new  and  inexperienced  em¬ 
ployee.  This  is  true  both  in  the 
selling  and  non-selling  divisions. 
Martha  Douglas  of  Carson  Pirie 
Scott,  Chicago,  report  that  they  are 
greatly  expanding  their  sponsor 
program  and  have  recently  revised 
and  lengthened  their  sponsor 
manual  to  meet  the  situation  more 
adequately.  At  present  they  are  de¬ 
veloping  sponsors  in  many  non- 
selling  sections  in  preparation  for 
the  Christmas  business  and  are  sup¬ 
plementing  this  with  the  prepara¬ 
tion  of  several  new  non-selling 
manuals  in  such  departments  as 
future  delivery,  personal  shopping 
bureau,  elevator  operators,  call 
room  and  adjustment  departments. 

One  significant  change  in  the 
usual  induction  process  is  in  send¬ 
ing  the  new  salespeople  to  the  sell¬ 
ing  floors  first  so  that  they  can  be¬ 
come  acquainted  with  the  physical 
layouts  of  departments,  stock  ar¬ 
rangements,  inspector-wrap  opera¬ 
tions,  tube  systems,  etc.,  before  they 
are  given  their  first  system  class 
training.  Stores  doing  this  have 
found  that  the  system  instruction 
immediately  makes  more  sense  if 
the  new  employee  can  visualize 
some  of  the  equipment  and  fixtures 
discussed. 

Supervisory  Jobs 

Recalling  how"  the  market  was 
last  year  for  temporary  service  and 
section  managers,  stores  arc  plan¬ 
ning  this  year  to  draw  more  ex¬ 
tensively  on  their  rank  and  file  per¬ 
sonnel  to  fill  these  temporary 
supervisory  posts  and  will  rely  less 
on  outside  resources. 

Dey  Brothers  &  Co.,  Syracuse,  is 
planning  for  a  definite  expansion 
of  selling  supervision  and  selling 


Elevator  treatments  at  (top)  W.  &  J.  Sloane,  and 
(directly  above)  Lord  8:  Taylor.  Ia>rd  &  Taylor  in¬ 
cludes  Christmas  greetings  and  directions  to  additional 
elevators  within  its  Christmas  wreath. 


One  of  the  counter  arrangements  in  the  Lord  8c  Taylor 
gift  shop,  situated  on  an  upper  floor  of  the  store. 


October,  1941 


The  Bulletin  of  the  National  Retail  Dry  Goods  Association 


service  coupled  with  an  intensive 
training  program  to  see  that  as 
adequate  supervision  as  possible  is 
provided  in  serving  Christmas  cus¬ 
tomers. 

Lansburgh  &  Bro.,  Washington, 
reports  that  they  already  substan¬ 
tially  increased  the  floor  managers’ 
staff  in  anticipation  of  the  heavy 
Christmas  traffic  and  that  some  of 
these  wdll  be  retained  in  this  capa¬ 


city  after  the  holiday  season  has 
passed. 

Burdine’s,  Inc.,  Miami,  reports 
that  they  again  will  muster  their 
temporary  section  managers  from 
their  regular  cashier  crew.  They 
plan  to  bring  in  and  train  a  cer¬ 
tain  number  of  new'  cashiers  in 
order  to  release  their  older  and 
more  experienced  ones  for  floor 
duty. 


WRAPPING  AND  PACKING 


The  tremendous  increase  in 
supply  prices  and  the  pending 
shortage  in  both  boxboard  and 
kraft  paper  will  undoubtedly  serve 
to  minimize  the  free  gift  wrapping 
during  the  Christmas  period,  ^me 
stores  which  heretofore  have  not 
operated  a  paid  gift  wrap  depart¬ 
ment  are  planning  to  install  one 
this  year.  Stores  in  a  number  of 
communities  either  collectively  or 
individually  are  curtailing  free 
gift  wrapping  which  they  will  pro¬ 
vide  on  certain  minimum  pur¬ 
chases. 

It  is  anticipated  that  more  stores 
will  use  an  unwrapped  holiday 
box  for  take-withs  conserving  on 
bags  and  wrapping  paper  hereto¬ 
fore  used  as  supplementary  wrap¬ 
ping. 

While  stores  are  for  the  most 
part  well  covered  on  their  holiday 
box  requirements,  the  impending 
shortage  which  it  is  anticipated 
will  develop  next  year  will  un¬ 
doubtedly  curtail  the  use  of  these 
materials  wherever  possible. 

Because  of  the  serious  shortage 
in  the  kraft  and  paper  board  in¬ 
dustries,  '  Government  proclama¬ 
tions  and  probably  regulations  can 
be  expected  momentarily  and 
stores  may  find  it  politic  to  simpli¬ 
fy  their  gift  wrapping  methods 
more  drastically  than  now  contem¬ 
plated. 

Stores  that  before  have  been 
burning  their  waste  paper  because 
it  was  impractical  to  sell  will  find 
that  the  waste  material  market  is 
suflBciently  high  to  warrant  disposal 
to  dealers.  The  Government  has 
already  made  a  nationwide  plea  for 
all  businesses  and  the  public  to 
save  all  waste  paper  scrapped,  giv¬ 
ing  it  to  charitable  agencies  so  that 
it  can  be  diverted  to  the  paper 
board  industry.  Unless  this  is  done 
the  shortage  in  box  board  will  be 


more  acute  and  the  cost  of  the 
board  will  experience  further  in¬ 
crease  over  the  drastic  rise  which 
has  already  taken  place. 

Burdine’s  plans  to  use  a  specially 
designed  paper  for  the  regular 
white  gift  boxes  which  will  replace 
rosettes  arid  ornamental  ribbon- 
wrap  used  in  the  past  three  years. 
While  the  wrap  will  be  more  at¬ 
tractive  it  is  expected  it  will  be 
less  expensive.  The  store  plans  to 
give  it  free  on  all  purchases  over 
98^  unless  there  should  be  a  collec¬ 
tive  adoption  of  no  free  gift  wrap¬ 
ping  for  the  community.  If  such  a 
community  policy  is  adopted  the 
store  will  substitute  a  simple  wrap 
for  which  a  charge  of  10^  for  mer¬ 
chandise  over  $1  and  15^  for  mer¬ 
chandise  under  $1  will  be  made. 

Rich’s  through  the  selection  of 
certain  standard  designs,  plan  to 
simplify  their  gift  wrapping  which 
they  w'ill  provide  without  charge 
to  the  customer.  They  anticipate 
this  will  avoid  the  waste  of  time 
and  service  in  selection  by  the  cus¬ 
tomer  from  a  larger  number  of 
wraps  heretofore  provided  and 
will  encourage  greater  use  of  the 
paid  gift  wrapping  service  regular¬ 
ly  provided. 

DELIVERY 

IN  cooperation  with  the  program 
to  conserve  gasoline,  many 
stores,  particularly  in  the  eastern 
states,  have  recently  gone  to  one 
delivery  a  day  and  it  is  anticipated 
that  other  stores  will  adopt  this 
|X)licy  during  the  fall  months.  Re¬ 
cent  examples  include  Providence, 
R.  I.,  Portland,  Maine  and  Balti¬ 
more,  Md.  Where  this  has  been 
done  it  is  not  contemplated  that 
the  delivery  service  will  be  in¬ 
creased  during  the  Christmas  peak. 


but  will  remain  on  a  one-a-day 
basis. 

Similarly,  a  number  of  stores, 
some  through  collective  action 
within  the  community,  have  recent¬ 
ly  eliminated  “special  deliveries" 
except  in  rare  emergency  instances 
of  illness  or  serious  store  service 
errors.  In  many  such  cases  they  are 
using  Western  Union  messengers 
and  having  the  customer  bear  the 
expense  involved. 

Stores  in  other  cities  have  insti¬ 
tuted  for  the  first  time  charges  for 
special  deliveries  ranging  usually 
from  10,  15  to  25^  per  package  as 
a  means  of  curtailing  customer  de¬ 
mand.  It  is  reported,  for  example, 
that  Cleveland  stores  are  charging 
25^  for  specials:  St.  Louis  15^; 
Memphis  lOG  Cincinnati  25f‘;  In¬ 
dianapolis  10^;  York,  Pa.  10^  and 
Detroit  25^. 

Another  economy  now  being  ef¬ 
fected  by  stores  which  it  is  expected 
will  be  continued  during  the 
Christmas  season  is  the  “four 
o’clock  cut  off’’  where  customers 
are  advised  that  merchandise  pur¬ 
chased  after  this  hour  will  be  de¬ 
livered  the  second  rather  than  the 
next  day  following.  This  policy 
has  served  to  relieve  congestion  in 
the  wrapping  and  packing  division 
and  to  permit  an  earlier  closing  of 
this  operation.  If  the  customer 
raises  an  objection  or  requests  next 
day  delivery,  the  salescheck  is  put 
through  the  wrapping  section  that 
evening.  Otherwise  the  check  is 
marked  usually  with  a  “48”  which 
indicates  to  the  packing  division 
that  it  can  be  held  and  packed  the 
next  day. 

Some  stores  are  already  doing 
advanced  prepacking  on  merchan¬ 
dise  which  they  know  will  sell  in 
units  during  the  Christmas  season. 
By  packing  now  later  pressure  will 
be  reduced.  This  applies,  of  course, 
to  those  Christmas  departments 
and  to  merchandise  which  it  is  an¬ 
ticipated  will  be  bought  in  in¬ 
dividual  units  and  which  can  be 
handled  on  a  prepack  basis. 

\  most  significant  development 
in  prepacking  is  found  in  the  re¬ 
ports  of  a  number  of  stores  that 
some  manufacturers  have  arbitrari¬ 
ly  cut  out  their  prepacking  service 
and  are  sending  the  Christmas  mer¬ 
chandise  in  bulk  packed.  If  this 
practice  expands  it  will  place  a 
(^Continued  on  page  87) 
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Your  Customers  Look  to  Christmas 
as  an  Escape  from  Harsh  Reality 

By  Richard  G.  Meybohm 
Manager,  Sales  Promotion  Division 


An  old-fashioned,  sentimental,  home-loving  Christmas 
spirit  will  be  the  most  potent  advertising  appeal  for  1941 


Most  every  retailer  agrees 
that  the  Christmas  buying 
season  substantially  begins 
right  after  the  Thanksgiving  holi¬ 
day.  Although  a  great  many  re¬ 
tail"  stores  schedule  gift  promotions 
early  in  November,  primarily  to 
encourage  early  shopping,  the  rush 
period  does  not  set  in  until  after 
Thanksgiving.  The  very  fact  that 
such  a  tremendous  proportion  of 
the  annual  business  of  the  average 
store  must  be  crowded  in  a  com¬ 
paratively  short  period  of  time 
necessitates  the  advance  planning 
of  promotional  programs.  Certain¬ 
ly  there  will  be  neither  time  nor 
opportunity  for  clear  thinking  and 
careful  preparation  once  the  rush 
begins. 

During  the  past  few  years  there 
has  been  a  trend  to  more  practical 
gifts— gifts  that  have  a  definite 
utility  value.  Even  though,  from  a 
merchandise  point  of  view,  this 
practical  gift  idea  might  be  very 
much  in  the  tempo  of  today’s  con¬ 
ditions,  it  should  not  necessarily 
be  reflected  in  the  spirit  of  Christ¬ 
mas  advertising  programs. 

A  Time  to  Sell  the  Store 

Just  consider  the  circumstances. 
At  no  time  during  the  year  is  there 
a  more  natural  desire  on  the  part 
of  the  consumer  to  “buy”.  Con¬ 
sumer  sales  resistance  is  at  a  mini¬ 
mum.  Sales  figures  will  offer  sub¬ 
stantial  proof  that  not  much  sales 
pressure  is  needed  to  sell  merchan¬ 
dise  as  such.  What  is  needed  is  a 
campaign  to  sell  your  store  as  the 
place  in  which  to  buy.  That  is 
pretty  much  the  problem  month 
in  and  month  out  all  through  the 
year,  but  at  no  other  season  does 
your  store  have  such  an  opportu¬ 
nity  to  attract  traffic  in  large  num¬ 


bers  at  a  minimum  cost  percent¬ 
age  to  sales. 

If  attracted  and  favorably  im¬ 
pressed  at  a  time  when  most  of  us 
are  willing  to  be  impressed,  who 
can  say  how  many  of  these  Christ¬ 
mas  shoppers  not  only  will  make 
gift  purchases  but  will  be  converted 
to  regular  all-year-round  customers? 

So  how  about  putting  your  pro¬ 
motional  program  in  tune  with 
your  customers?  Let’s  take  a  look 
at  the  present  day  situation. 

Day  in  and  day  out  millions  of 
us  are  being  reminded  of  the 
chaotic  condition  of  a  troubled 
world.  We’re  living  through  a 
period  of  great  national  emergency 
to  which  we  have  had  to  adjust 
our  lives.  What  persons  wouldn’t 
welcome  a  relief  even  temporarily? 
Not  many,  it’s  certain. 

Then,  why  not  provide  that 
“escape”— if  you  choose  to  call  it 
that— with  showmanship,  play  upon 
that  emotional  desire  and  sell  the 
“Christmas  Spirit”  to  your  custom¬ 
ers?  Get  away  from  that  ordinary 
every  day  merchandise  selling  and 
build  your  program  around  the 
human  interest  angle. 

Even  in  normal  times  the  Christ¬ 
mas  season  has  a  traditional  emo¬ 
tional  appeal.  People  don’t  have 
to  be  told  to  buy  gifts.  The  very 
occasion  serves  as  inspiration  to 
give  and  as  a  reminder  that  Aunt 
Mamie  is  deserving  of  something 
nice.  The  important  problem  is 
whether  or  not  you  can  put  your 
store  in  tune  with  John  Public’s 
emotional  thinking.  If  you  can 
you’ve  gone  a  long  way  in  store 
selling— the  most  important  selling 
job  of  any  promotional  program. 

So  even  though  you’ve  heard  it 
before  and  the  idea  is  a  venerable 
one,  let’s  dust  it  off  and  have  a 


good,  uproarious,  jolly,  old  fash¬ 
ioned  Christmas.  Don’t  let  it  begin 
and  end  with  gift  wrapping  and 
the  tinkle  of  the  cash  register. 
Give  your  customers  the  “feel”  of 
Christmas  when  they  read  your 
advertisements,  when  they  see  your 
windows  and  when  they  walk 
through  the  doorway  into  your 
store. 

Give  them  the  traditional  Christ¬ 
mas  messages  and  institutional  ad¬ 
vertising  that  show  you  understand 
what  Christmas  means  to  them. 
Give  them  distinctive  holiday  win¬ 
dows  that  are  show  pieces  designed 
to  stop  traffic  and  advertise  the 
entire  store— and  interiors  with 
lots  of  holly  and  Christmas  trees 
that  besp>eak  warmth  and  good 
cheer. 

And  for  the  children  don’t  for¬ 
get  good  old  Santa  Claus  (he  will 
probably  help  make  the  grown  ups 
take  their  minds  off  the  war,  too)  — 
parties,  marionette  shows,  mail 
boxes  in  which  they  can  drop  their 
letters  to  St.  Nick  or  special  phones 
on  which  they  can  call. 

Get  into  the  spirit  of  Christmas 
—be  a  little  more  sentimental,  not 
quite  so  sophisticated.  This  is  the 
year  your  customers  are  looking  for 
a  temporary  escape  from  harsh 
reality. 

Dollars  and  Cents 

The  sincere,  down  to  earth  mer¬ 
chant  may  complain  that  such  a 
program  hasn’t  anything  to  do 
with  the  moving  of  thousands  of 
dollars  worth  of  merchandise  from 
his  shelves.  And  that  a  good 
Christmas  “selling”  campaign 
marks  the  difference  between  profit 
and  loss  for  the  year.  But  don’t  be 
too  sure  that  providing  the  right 
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showmanship  to  attract  customers 
w'ill  not  result  in  sales.  National 
advertisers  don’t  spend  thousands 
of  dollars  a  week  on  radio  talent  to 
attract  millions  of  listeners  if  sales 
results  do  not  make  such  exjxmdi- 
tures  for  showmanship  worthwhile. 

The  very  nature  of  the  retail 
business  makes  it  very  difficult  to 
consistently  use  such  showmanship 
except  on  occasions.  The  Christ¬ 
mas  season  is  the  most  important 
of  those  occasions  for  it  provides  an 
opportunity  to  tie  showmanship 
up  directly  with  the  store’s  sale  of 
goods.  It’s  not  merely  entertain¬ 
ment  for  entertainment’s  sake. 

The  foregoing  thoughts  are  not 
intended  to  underestimate  the  im- 
jX)rtance  of  merchandise  advertis¬ 
ing  at  Christmas  time.  The  volume 


importance  of  December— in  prac¬ 
tically  every  department— is  too 
well  realized.  It  is  rather  to  jx)int 
out  that  at  that  time  of  the  year 
a  piece  of  merchandise  is  something 
more  than  just  merchandise  to  your 
customer.  It  is  a  gift— a  token  of 
regard  from  one  person  to  another 
and  as  such  it  produces  emotion 
and  becomes  something  vital. 

.\11  the  exhilaration  of  the  holi¬ 
day  spirit  should  not  be  permitted 
to  influence  sound  merchandising 
judgment.  Price  appeal,  regular 
price  lines,  prestige  merchandise, 
Christmas  services,  all  should  be 
worked  into  the  calendar  and  ob¬ 
viously  the  amount  of  each  will 
depend  uf)on  the  type  of  store. 

Price  lines  should  be  studied 
carefully  before-  promoting.  Be¬ 


”’Twas  the  Night 
Before  Christmas  . 

Lord  8:  I  aylor  built  a  win¬ 
dow  series  on  the  theme 
of  Clement  Memre’s  poem 
last  Christinas  season.  The 
series  drew  crowds  and  at¬ 
tention  equaled  only  when 
the  famous  bell  windows 
were  first  unveiled. 


cause  there  is  greater  purchasing 
power  this  year,  due  to  government 
spending  on  defense,  don’t  jump 
to  the  conclusion  that  the  unit 
sale  will  increase  tremendously. 
Better  check  and  analyze  your  sales 
before  deciding  upon  your  promo¬ 
tions. 

A  g<x)d  many  consumers  are  per¬ 
fectly  willing  to  buy  better  mer¬ 
chandise  as  gifts  if  they  are  eco¬ 
nomically  able.  Rather  than  keep 
customers  out  of  your  store  because 
you’re  shooting  too  high  in  adver¬ 
tisements,  depend  upon  your  sales¬ 
people  to  build  up  higher  unit 
transactions. 

And  now  how  about  checking  to 
see  whether  you’ve  covered  some  of 
the  points  which  might  be  included 
in  your  Christmas  Campaign? 
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ounce  of  prevention  is  worth  a 
pound  of  cure. 

Check— Put  It  in  Writing! 

—Have  you  thoroughly  analyzed 
the  successes  and  failures  of  last 
year’s  campaign?  If  you  have,  then 
think  in  terms  of  the  successes. 

—Have  you  thought  of  the  poten¬ 
tial  sales  possibilities  of  each  de¬ 
partment  so  that  you  can  make 
preparations  to  get  all  there  is  to 
get  in  profitable  sales  volume? 

—Have  you  agreed  with  your 
associates  on  a  definite  merchandise 
policy?  What  about  price  lines 
this  year?  What  basic  merchandise 
will  contribute  the  greatest  share 
of  the  business?  How  about  the 
need  for  special  storewide  or  de¬ 
partmental  merchandise  events? 
What  are  the  so-called  hot  items 
that  might  come  into  the  picture 
and  should  receive  special  empha¬ 
sis? 

—Have  you  decided  ujjon  a 
theme?  A  theme  that  will  be  used 
in  windows,  advertising,  posters, 
etc.? 

—How  about  a  color  scheme  to 
be  used  completely  throughout 
your  store  in  all  displays  aiid 
decorations?  Do  your  gift  boxes 
and  wrappings  tie  in  as  part  of  this 
color  scheme? 

—Have  you  designed  the  window 
displays  for  the  complete  Christ¬ 
mas  campaign? 


—Is  advertising  planned  to  tie  in 
with  your  window  and  interior 
decorations? 

— .\re  your  posters,  price  signs, 
window  cards,  etc.,  ordered  and 
delivery  assured? 

—Have  you  decided  up>on  the 
best  location  for  your  gift  wrap¬ 
ping  service? 

—Have  you  planned  your  “gift 
shops”  and  just  how  you’re  going 
to  merchandise  them? 

—How  about  a  special  gift  shop 
or  section  featuring  gifts  for  boys 
in  the  service?  I'his  should  offer 
tremendous  possibilities  this  year! 

—Have  you  set  your  “open” 
nights? 

—How  about  notices  throughout 
the  store  and  advertisements  pro¬ 
moting  your  special  services  such 
as  gift  counsellors,  charge  accounts, 
gift  certificates,  deliveries,  post 
office,  gift  wrapping,  etc. 

—Have  you  completed  your  plans 
for  special  Christmas  attractions— 
music,  employees’  choirs,  commu¬ 
nity  sings— and  all  the  various  Toy 
Department  attractions  such  as 
circuses,  marionette  shows,  radio 
parties,  etc.? 

—Have  you  arranged  to  “sell” 
your  Christmas  plans  to  your  em¬ 
ployees  so  that  they  are  fully  ac¬ 
quainted  with  all  the  new  attrac¬ 
tions  and  services?  Will  they  know 
of  your  promotional  plans  and 


program?  They  most  certainly 
should,  for  they  are  a  definite  and 
influential  part  of  the  success  of 
any  Christmas  campaign. 

—Have  you  prepared  ads  giving 
your  customers  notice  of  mailing 
dates  for  gift  packages  to  various 
section  of  the  country? 

—Is  your  delivery  department  all 
set  for  last  minute  Christmas  Eve 
or  Christmas  Day  delivery?  There 
is  nothing  quite  as  disappointing 
to  a  customer  as  the  failure  of  a 
gift  to  arrive  on  time,  contrary  to 
a  store’s  assurance  of  delivery. 

—Are  your  “Holiday  Greetings” 
and  “Thank  You”  ads  all  set  for 
release? 

These  are  just  a  comparatively 
few  of  the  hundreds  of  angles  that 
should  be  checked  to  assure  a 
smooth  running,  successful  Christ¬ 
mas  Campaign.  Better  call  that 
meeting  of  divisional  executives 
and  do  a  thorough  job  of  double¬ 
checking.  Don’t  try  to  keep  it  all 
in  your  head.  Put  it  in  writing! 

And  as  a  final  reminder,  there  is 
no  place  for  dull,  uninteresting, 
stereotyped  promotion  in  the 
Christmas  calendar.  It  is  an  emo¬ 
tional  season.  People,  particularly 
this  year,  will  be  open  to  human 
interest  appeals.  Therefore,  fill 
your  promotional  program  with 
Christmas  sentiment  and  human 
interest. 


Saks-Fifth  Avenue  did  a  perfume  window  in  1940  which  is  a  prize  example  of  the 
tendency  to  mask  and  frame  the  window  space  down  into  a  small,  intimate  picture. 
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Donald  Nelson  Stresses  Need  for 
Merchandise  Simplification 

Seven  hundred  retailers  at  Retailers  for  Defense” 
meeting  in  Washington  hear  SPAB  director  tell 
of  sacrifices  all  will  be  called  upon  to  make. 


to  the  tune  of 
standardized  radios,  and 
crawl  dejectedly  into  standard¬ 
ized  beds  at  the  end  of  dull,  stand¬ 
ardized  days.  Simplification  is 
much  different. 

“Every  retailer  knows  that  he 
does  most  of  his  business  on  a  small 
part  of  his  stock.  If  he  could  carry 
fewer  styles  and  sizes  of  things- 
fewer  styles  of  shoes,  fewer  styles 
of  washing  ^machines,  fewer  styles 


Stressing  the  urgent  need 
for  simplification  of  merchan¬ 
dise  types,  as  a  direct  contri¬ 
bution  to  the  defense  program, 
Donald  M.  Nelson,  Executive  Di¬ 
rector  of  the  Supply  Priorities  and 
Allocations  Board,  and  Honorary 
Chairman  of  Retailers  for  De¬ 
fense  Week,  detailed  the  sacrifices 
the  general  public  will  be  expected 
to  accept.  Mr.  Nelson  was  the  prin¬ 
cipal  speaker  at  the  dinner  in 
Washington  last  month  which 
sounded  the  opening  note  of  the 
nation-wide  National  Retail  Dem¬ 
onstration  Week  celebrated  Sep¬ 
tember  15—20.  These  sacrifices,  he 
said,  will  be  for  the  duration  of  the 
emergency,  and  mean  “a  somewhat 
lower  standard  of  living  for  all  of 
us,  particularly  as  to  the  luxuries 
we  practically  take  for  granted.” 

With  Fred  Lazarus  Jr.,  The  F.  & 
R.  Lazarus  8c  Co.,  Columbus,  O., 
as  chairman,  the  Washington  din¬ 
ner  was  attended  by  more  than 
seven  hundred  retailers  from  every 
section  of.the  country.  Mr.  Nelson’s 
talk  was  the  feature  of  the  evening, 
and  was  broadcast  over  a  coast- 
to-coast  network.  In  sev¬ 
eral  communities 


where  Retail  Demonstration  was 
being  publicly  celebrated  by  meet¬ 
ings  and  parades,  special  loudspeak¬ 
ers  were  hooked  up  for  the  benefit 
of  the  crowds. 

Mr.  Nelson’s  address  was  in  part 
as  follows: 

“We  are  going  to  give  up  the 
frills  and  the  trimmings.  We  are 
going  to  give  them  up  because  we 
have  counted  the  cost  of  this  tre¬ 
mendous  effort  and  know  that  it  is 
worth  it. 

“We  are  going  to  give  them  up 
because  we  are  determined  above 
everything  else,  to  make  this  a 
world  in  which  free  men  can  live 
—a  world  in  which  the  pleasant, 
comfortable  ‘extras’  of  daily  life 
need  not  be  blotted  out  by  the 
permanent  demands  of  a  great  war 
machine,  a  world  in  which  our 
sacrifices  are  temporary  rather 
than  permanent. 

“This  is  going  to  reach 
down  into  our 


worse  than  they  really  are.  In 
many  ways  this  business  of  givii^ 
up  the  frills  and  trimmings  is  not 
going  to  be  a  real  hardship  at  all. 
In  one  very  broad  and  important 
field,  which  is  of  immediate  inter¬ 
est  to  both  the  retailer  and  to  the 
consumer,  it  will  actually  be  a 
blessing  in  disguise. 

“I  am  referring  to  the  simpli¬ 
fication  of  lines  and  styles  of  the 
goods  which  are  produced  for  retail 
trade.  Notice  that  I  said  ‘simpli¬ 
fication’,  not  ‘standardization’. 
There  is  a  world  of  difference.  We 
do  not  propose  to  standardize 
styles.  We  do  not  propose  to  tell 
the  American  people  that  they 
must  all  sit  in  standardized 
chairs,  wear  standard¬ 
ized  shirts,  get  up 


homes  and  touch 
us  where  we  live.  Yet  just 
because  we  have  resolved  to 
look  unpleasant  facts  in  the  eye 
without  disguising  them  is  no  rea¬ 
son  why  we  should  make  them  look 
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Part  of  the  crowd  of  seven 
hundred  who  came  to  Wash¬ 
ington  for  the  dinner  which 
officially  opened  Retailers 
FOR  Defense  Week  on 
September  15.  Donald  M. 
Nelson  was  principal  speak¬ 
er;  Fred  Lazarus,  Jr.  pre¬ 
sided. 


P;  standing  of  the 

importance  ol  these 
controls  and  t’-e  as-i’  iption 
that  we  are  working  for  the  com¬ 
mon  good. 

“We  will  give  you  decisions  on 
effectively  as  we  all  priorities  matters  the  minute  we 
know  how  to  do  it.  .\nd  can  make  them.” 
we  are  not  going  to  miss  any¬ 
thing.  You  have  heard  a  great  deal  Cushion  Inflation 
about  priorities  in  the  last  few  Frank  M.  Mayfield,  President  of 
months.  You  are  going  to  hear  the  National  Retail  Dry  Goods 
much  more  about  them  in  the  near  Association,  speaking  on  “Retail 
future.  Priorities  orders,  as  you  Leadership”,  hailed  the  vast  co¬ 
know,  are  the  means  by  which  we  operative  effort  of  retailers  to  aid 
try  to  make  certain  that  needed  in  the  sale  of  Defense  Savings 
materials  go  to  the  places  where  Stamps,  and  said  that  if  these 
the  defense  need  is  greatest.  government  offerings  are  purchased 

“As  I  understand  priorities,  it  is  on  a  wide  enough  scale,  it  will 
simply  a  process  of  putting  first  serve  as  a  “cushion  against  infla- 
things  first.  You  and  all  other  tion”. 

business  men  have  a  right  to  expect  Benjamin  H.  Namm,  chairman 
us  to  simplify  it  as  much  as  possi-  of  Reailers  for  Defense  (which 
ble.  You  have  a  right  to  expect  was  the  subject  of  his  address)  and 
our  organization  to  give  you  quick,  Chairman  of  the  Retail  Advisory 
intelligent,  unprejudiced  and  ac-  Committee  to  the  U.  S.  Treasury’s 
curate  service.  You  will  get  such  Defense  Savings  Staff,  formally 
service.  welcomed  “retailers  from  every  sec 

“And  we,  in  our  turn,  have  a  tion  of  the  country”  to  the  opening 
right  to  expect  from  you  an  under-  (Continued  on  page  89) 


1  can  think  of  is 
that  familiar  object,  the 
city  fire  engine.  Your  city’s 
fire  engine  will  be  just  as  fast  and 
put  out  fires  just  as  efficiently  and 
speedily— if  it  is  made  without  the 
shiny  brass  and  nickel  trimming, 
if  aluminum  and  copper  are  cut 
to  a  minimum,  if  that  imposing 
brass  bell  in  front  of  the  driver  is 
replaced  by  an  ordinary  siren.  It 
won’t  win  any  prizes  in  parades,  to 
be  sure,  but  it  will  provide  just  as 
much  fire  protection.  And  during 
this  emergency  we  can  give  up 
some  of  our  glitter  without  suffer¬ 
ing  very  much. 

“I  have  gone  into  a  good  deal  of 
detail  about  all  of  this,  because  this 
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A  Growing  Competitor — 


“W 


’HEN  a  merchant  moves 
to  a  cornfield  you  save 
money.”  This  is  the  ex¬ 
ceedingly  clever  argument  which  is 
made  by  a  large  retailer  of  men’s 
clothing  who  has  established  four 
big  stores  on  well-traveled  automo¬ 
bile  highways  in  New  Jersey— far 
from  anything  resembling  a  town. 

The  argument  is  clever  because 
consumers  are  prone  to  believe 
that  the  retail  enterprise  which  lo¬ 
cates  itself  far  from  the  “high  rent 
district”  does  possess  an  unques¬ 
tionable  advantage  in  lower  operat¬ 
ing  expense  which  it  will  pass  on 
to  consumers. 

Few  consumers  can  have  any  true 
conception  of  whether  such  loca¬ 
tion  are  indeed  more  economical 
than  the  principal  corner, of  a  big 
community.  They  do  not  realize, 
of  course,  that  the  retail  store 
which  pays  a  substantial  rent  for  a 
prime  location  really  is  paying  for 
traffic  and  in  the  opportunity  to 
make  sales  which  such  a  location 
presents  it  may  be  very  much  more 
economical  than  an  out-of-the-way 
location  where  all  the  business 
which  is  done  by  a  store  must  be 
directly  drawn  by  its  own  efforts. 

It  would  be  just  as  accurate  to 
say  that  the  retail  store  which  only 
advertises  in  the  newspaper  whose 
rates  are  lowest  can  do  business  at 
less  expense  than  the  store  which 
advertises  in  the  papers  of  largest 
circulation  and  pays  a  higher  rate 
because  it  gets  a  larger  audience  of 
folks  who  wish  to  buy  goods. 

Nevertheless,  while  retail  folks 
understand  this  situation  and  may 
know  how  to  appraise  it,  it  is  un¬ 
deniable  that  the  averse  consumer 
has  no  appreciation  of  the  facts  and 
the  store  which  claims  their  busi¬ 
ness  with  such  appeals  as  “we  have 
no  high  rent  to  pay”  or  “we  do  not 
advertise  and  we  give  you  the  ad¬ 
vantage  of  our  saving”  is  very  likely 
to  get  at  least  some  of  the  trade. 


What  the  Public  Believes 
Is  Important 

It  is  such  popular  fancies  as 
these  which  no  doubt  account  in 
considerable  part  for  the  tremend¬ 
ous  development  of  roadside  retail¬ 
ing.  There  are  other  elements  in 
the  growth  of  roadside  retailing 
which  will  be  touched  upon  later, 
but  it  is  important  to  realize  that 
whether  these  consumers’  concep¬ 
tions  are  sound  or  entirely  inaccu¬ 
rate,  they  nevertheless  serve  as  the 
well-springs  for  action  and  are 
something  with  which  the  estab¬ 
lished  retail  trade  must  reckon. 

We  have  witnessed  the  steady 
growth  of  roadside  retailing  but 
probably  have  given  it  little 
thought.  From  the  earliest  days  of 
automobiling  there  has  been  a  con¬ 
tinuous  process  of  building  new 
roads  and  improving  all  roads  and 
every  -new  and  improved  highway 
in  addition  to  inviting  ever-increas¬ 
ing  automobile  traffic  likewise  has 
invited  more  and  more  eager  en¬ 
trepreneurs  to  try  their  luck  by  the 
side  of  the  road. 

Gasoline  filling  stations  have 
been  a  necessity  and  the  number  of 
such  stations  has  increased  in  at 
least  the  same  proportion  as  the 
growth  in  the  number  of  automo¬ 
biles  on  the  roads.  With  the  im¬ 
provement  in  the  efficiency  of  the 
,  automobile  its  users  have  increased 
their  cruising  radius  and  long  trips 
call  for  meals  and  other  refresh¬ 
ments  and  for  sleeping  accommo¬ 
dations  for  those  who  tour. 

As  a  consequence  we  have  seen  a 
substantial  slice  of  the  business  of 
restaurants  and  hotels  move  out  to 
the  highways.  At  first  farmers,  and 
subsequently  many  who  are  not 
farmers,  set  up  road  stands  from 
which  they  have  sold  a  considerable 
proportion  of  the  fruits  and  vege¬ 
tables  which  formerly  would  have 
been  sold  in  town.  Gradually  road 
stands  have  taken  up  such  things 
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“Prices  no  city  store  can  match” 
—A  sign  no  motorist  can  miss 
claims  losv-rent  location  as  basis 
of  lower  prices. 


By  LEW  HAHN 


The  buildings  which  house  these 
roadside  enterprises  are  becom¬ 
ing  more  substantial.  Here  is  the 
exterior  of  an  exceptionally  well 
stocked  and  handsomely  appoint¬ 
ed  roadside  furniture  store. 


as  {lottery,  small  items  of  furniture 
and  a  wide  variety  of  other  wares 
and  apparently  they  have  done  well 
enough  to  continue  in  business. 

Big  Business  Now 
by  the  Roadside 

We  have  all  seen  these  things  de¬ 
veloping  under  our  eyes,  but  prob¬ 
ably  have  not  consciously  consid¬ 
ered  the  direction  in  which  all  of 
this  is  leading.  Now  roadside  re¬ 
tailing  has  entered  a  new  phase.  It 
has  come  to  the  era  of  big  business. 
Take  a  car  and  drive  over  the  main 


highways  and  you  will  be  surprised 
to  see  that  roadside  retailing  today 
is  not  confined  to  small  roadstands. 
I'he  buildings  which  house  these 
roadside  enterprises  are  becoming 
larger  and  more  substantial.  Here 
you  will  find  large  handsome  build¬ 
ings  devoted  to  the  retailing  of  fur¬ 
niture.  Not  a  few  pieces  of  lawn 
furniture  or  chairs,  for  the  veranda, 
but  complete  stocks  of  furniture  of 
as  good  quality  as  the  leading  stores 
in  town  are  carrying  and,  to  judge 
by  our  observations,  at  prices  which 
are  not  conspicuously  lower  than 


city  prices.  The  surroundings  too 
are  fully  as  high  class  as  the  fur¬ 
niture  floors  in  the  department 
stores. 

Here  is  a  men’s  clothing  store 
handsomely  equipped  and  carrying 
a  stock  of  three  thousand  or  niore 
suits  of  clothes.  It  is  well  equipped, 
tiled  floor,  handsome  chairs,  etc. 
but  out  on  the  road  away  from  any 
town.  In  the  case  of  the  concern 
mentioned  at  the  beginning  of  this 
article  the  of>erator  is  running  four 
of  these  stores  at  present  and  short¬ 
ly  will  open  a  fifth.  Apparently  it 
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No  alterations— not  even  hemming 
of  trouser  bottoms— and  this  too  is 
cited  as  reason  for  lower  prices. 

No  packing  or  delivery  costs  either. 

is  a  successful  business  and  it  assur¬ 
edly  is  taking  away  from  the  cities 
business  which  otherwise  would 
have  gone  to  the  stores  in  town. 

No  Alterations 

How  do  such  stores  operate?  It 
is  interesting  to  note  that  in  addi¬ 
tion  to  the  implication  of  economy 
through  lower  rent  this  clothing 
concern  also  makes  a  big  point  out 
of  the  fact  that  it  makes  no  altera¬ 
tions.  “So  called  ‘free  alterations’ 
aren’t  free  at  all,’’  it  announces, 
“because  the  extra  expense  to  the 
store  is  buried  in  a  higher  price. 
When  this  happens,  it  means  that 
the  many  who  don’t  need  altera¬ 
tions  pay  for  the  few  who  do  and 
that  doesn’t  seem  right  to  me.  In¬ 
stead  my  prices  are  without  hidden 
costs  and  I  leave  you  free  to  have 
you  altering  done  anywhere  you 
please.” 

In  pursuance  of  this  policy  the 
roadside  retailer  does  not  even  hem 
up  the  trouser  bottoms.  His  cus¬ 
tomers  buy  only  the  actual  mer¬ 
chandise.  The  store  does  not  sup¬ 
ply  even  a  box  to  take  the  merchan¬ 
dise  away  in.  It  is  handed  over  on 
a  cheap  wire  clothes  hanger  and 
covered  by  a  paj)er  bag.  The  cus¬ 
tomer  hangs  it  in  his  automobile 
and  goes  off  convinced  that  he  has 
paid  j)Ossibly  three-quarters  of  what 
the  same  merchandise  would  have 
cost  him  in  town. 

Such  stores  are  able  to  avoid  the 
necessity  for  extensive  alteration  by 


carrying  complete  size  ranges.  Un¬ 
questionably  many  of  the  altera¬ 
tions  which  are  necessary  in  the  or¬ 
dinary  run  of  clothing  stores  and 
departments  springs  from  the  fact 
that  such  stores  do  not  carry  com¬ 
plete  size  ranges.  Then,  too,  the 
stores  in  town  are  dealing  with 
customers  who— even  if  they  be  the 
same  people— are  much  more  par¬ 
ticular  about  niceties  of  fit  than  the 
roadside  customers  are  likely  to  be. 

Stores  in  Industrial  Regions 

In  thfo^case  of  the  New  Jersey 
concern  care  has  been  taken  to  lo¬ 
cate  its  stores  in  the  center  of  in¬ 
dustrial  regions  where  presumably 
they  draw  upon  a  large  number  of 
mechanics.  The  stores  are  on  the 
main  highways  and  many  thous¬ 
ands  of  cars  pass  their  doors  every 
day.  Some  of  the  cars  stop  and 
there  is  a  large  parking  place  at 
the  front  of  the  building  to  accom¬ 
modate  them. 

Business  is  on  a  strictly  cash 
basis;  no  charge  accounts  and  no 
installment  sales.  As  a  result  there 
is  practically  no  dead  space  in  such 
stores  and  no  non-selling  help,  ex¬ 
cept  a  girl  who  takes  the  cash  and 
puts  a  paper  bag  over  the  purchase. 
All  of  the  stock  is  forward,  no  re¬ 
serve  stock  rooms  and  little  if  any 
bookkeeping. 

What  About  Values? 

What  can  be  said  of  the  mer¬ 
chandise  values  which  are  offered? 
Our  own  observation  leads  us  to 
believe  that  stocks  are  skillfully 
manipulated  and  that  in  the  same 
price  lines  there  are  garments  of 
varying  quality.  Price  lines  run 
from  $15  to  $29.  At  $26  the  writer 
saw  some  two-trouser  suits  which 
looked  as  though  they  would  have 
been  an  excellent  value  in  the  aver¬ 
age  store  at  $35  while  at  the  same 
price  there  were  other  suits  which 
looked  more  like  $22.50.  An  im¬ 
ported  top  coat,  of  which  the  sales¬ 
man  said  they  had  been  able  to  get 
only  a  few,  carried  a  price  tag  of 
$23.  To  judge  by  the  general  ap¬ 
pearance,  which  in  this  type  of  coat 
is  insufficient  evidence,  it  would 
have  been  cheap  at  $40. 

All  garments  were  labeled  in  con¬ 
formity  with  the  wool  labeling  law 
and  most  of  the  labels  read  “100 
p>ercent  wool”.  In  some  cases  the 
label  said  “100  percent  virgin 
wool.”  Inquiry  brought  the  state¬ 


ment  that  the  clothing  is  manufac¬ 
tured  in  New  York. 

Introducing  Other  Lines 

In  addition  to  men’s  suits  and 
overcoats  the  store  also  carried  a 
stock  of  slacks,  sport  coats  and 
women’s  coats.  These  stores  are 
open  from  9  A.M.  to  10  P.M.  A 
powerful  battery  of  flood  lights 
makes  the  building  conspicuous 
after  dark. 

We  report  on  this  roadside  store 
only  because  it  is  typical  of  sora^ 
thing  which  is  developing  in  many 
different  parts  of  the  country.  We 
have  been  told,  for  example,  of  a 
“clothing  barn”  midway  between 
Chicago  and  Joliet  in  Illinois 
which  is  being  Of>erated  on  sub¬ 


interior  of  the  Koos  Bros,  furni¬ 
ture  store  shows  clearly  that  this 
enterprise  is  merchandised  on  the 
same  substantial  scale  as  the  best 
city  stores. 

stantially  the  same  principles  as  we 
have  described.  Anyone  who  has 
traveled  the  New  England  high¬ 
ways  knows  of  the  great  variety  of 
goods  which  are  being  sold  along 
the  highways  and  there  are  many 
roadside  furniture  stores  in  various 
places. 

The  question  which  interests  us 
and  which  should  interest  you  is- 
how  much  of  the  available  volume 
of  retail  trade  is  going  to  migrate 
to  the  roadside  and  what  esub- 
lished  retailers  are  going  to  do  to 
meet  this  competition  which  must 
be  steadily  reducing  the  field  of 
opp>ortunity  for  them? 

In  a  companion  article  we  have 
discussed  some  phases  of  this  prob¬ 
lem  which  ^we^  believe  should  have 
consideration. 
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branches  of  leading  department  ^ 
stores  would  be  foolish.  The  late  > 
Edward  A.  Filene  looked  forward  I 
to  a  time  when  there  would  be  i 
chains  of  departments  in  stores,  and  I 
it  would  seem  as  though  an  experi-  ^ 
ment  with  the  establishing  of  road-  i 
side  outposts  of  certain  depart-  ^ 
ments  might  be  worth  trying. 

If  the  confidence  which  most  de¬ 
partment  stores  seem  to  have  in  the 
active  quality  of  their  goodwill  i$ 
in  fact  of  any  importance  it  would 
seem  as  though  a  roadside  store 
with  the  name  of  a  well  known  r^ 
tailer  over  it  would  have  more 
drawing  |x)wer  than  some  store 
without  such  a  famous  name.  A  : 
few  such  roadside  stores  o])erated 
by  well  known  concerns  might  I 
prove  a  powerful  offset  to  this  con-  ^ 
stant  process  of  assuming  that  the  '' 
established  stores  are  saddled  with 
costs  too  high  to  be  able  to  com¬ 
pete  with  the  merchant  who  movu 
to  a  corn  field. 

The  capital  investment  necessary 
for  the  establishment  of  such  road¬ 
side  outposts  would  be  inconsidera¬ 
ble.  It  would  be  advertising  of  a 
practical  nature  and  if  the  trend  of  'J 
consumer  buying  continued  in  the  } 
direction  of  the  road  a  store  mak-  'i  j 
ing  such  an  exjjeriment  would  have  i  j 
the  advantage  of  an  early  start  f ; 
Perhaps  experience  might  also  be  1  j 
gained  which  would  prove  of  value  f  j 
in  conducting  the  main  enterprise.  |  j 

Of  Course  There  Are  Objections  { I 

The  suggestions  which  are  im- 1 
plicit  in  this  article  will,  of  course,  i 
meet  with  certain  objections.  For  | 
example,  it  will  be  argued  that  | 
since  a  metropolitan  department  | 


Filene’s,  Boston,  Promotes  Defense  Stamps 


its  present  location  it  is  not  wise  to  ] 
finance  a  counter  divertissement  t 
some  distance  away  and  thereby 
encourage  people  to  shop  elsewhere 
than  in  the  accepted  location.  Up 
to  a  point  this  is  sound  reasoning. 
Beyond  that  point  it  is  fallacious 
and  that  point  is  reached  when  the 
consuming  public,  without  the  en¬ 
couragement  of  the  store,  manifests 
a  practical  desire  to  shop  away 
from  the  congested  shopping  area. 
In  other  words,  if  the  public  like 
to  buy  by  the  roadside  a  leading 
store’s  refusal  to  sell  by  the  road¬ 
side  will  not  curb  that  tendency. 
The  public  will  shop  with  other 
concerns  which  are  where  it  wants 
(Continued  on  page  90) 


Filene’s  devoted  a  number  of  windows  to  the  Defense  Stamps 
drive,  with  the  theme,  “Preserve  Our  Heritage.”  This  one 
dramatizes  the  Minute  Man  at  Concord  Bridge  as  one  of  the 
long  line  of  American  fighters  for  freedom. 
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That  night  during  the  late  ’90’s  nhen  the  demon¬ 
strator  called  with  the  Welsbach  Mantle,  was  one 
the  family  will  never  forget.  In  his  diary  for  that 
day  Grandfather  wrote,  "Its  light  hurst  upon  our 
startled  eyes  like  a  flood  of  magic!" 


1911,  Rarper-Wjinan  Co. 


Wothing convinces  like  demonstmtion 


'"T^ODAY,  as  in  the  past,  it  is  vitally 
important  that  the  gas  industry 
demonstrate  the  approved  appliances 
which  make  it  possible  for  gas  to  con¬ 
tinue  to  do  a  superior  job.  In  selling 
ranges,  for  example,  it  is  most  profit¬ 
able  to  demonstrate  the  Harper  Burner 
System. 

A  Harper-equipped  range  connected 
proves  the  signifi- 
cance  of  the  Harper  sys¬ 


tem  of  control... Harper’s  unique  “2- 
burners-in-l”,  controlled  by  the  same 
handle  . . .  the  time-saving  STARTING 
BURNER,  and  the  tiny,  efficient  COOK¬ 
ING  BURNER  which  continues  the  cook¬ 
ing  with  a  measured  minimum  of  fuel! 

Let  your  customers  see  the  Harper 
Burner  System  in  action  and  most  of 
your  selling  is  done!  They  are  con¬ 
vinced  of  the  superiority  of  the  modern 
gas  range  . . .  and  of  Gas  as  a  fuel. 


HARPER 

BURNER  SYSTEM 


t 


4 

4 

i 


DEMONSTRATES  THAT  ^^GAS  DOES  IT  BEST” 


STARTING 
BURNER  ON 


COOKING 
BURNER  ON 


your  customers  how 
they  can  cut  fuel  hills 


Here  is  something  you  won’t  believe  until  you  see  it.  Your 
eustomers  won’t,  either — and  for  that  reason  it  makes  a 
very  dramatic  and  convincing  floor  demonstration.  It 
offers  quick  proof  of  one  reason  why  a  Harper -equipped 
gas  range  can  reduce  fuel  bills  so  greatly. 

^  hile  the  Harper  cooking  burner  is  keeping  water 
boiling  in  a  covered  Pyrex  vessel,  tie  a  loosely  draped 
handkerchief  around  the  vessel,  near  the  bottom,  as  shown 


in  the  illustration.  (Be  sure  the  vessel  is  centered  over 
the  burner.)  Leave  the  handkerchief  there  three  or  four 
minutes  until  your  customer  is  convinced  that  it  will 
not  scorch  or  burn. 

This  astonishing  demonstration  proves  that  the  efficient 
Harper  cooking  burner  wastes  no  gas  or  flame  up  around 
the  sides  of  a  cooking  vessel  .  .  .  gives  just  the  rigfct  heat 
without  wasting  gas  .  .  .  can  save  up  to  39%  on  fuel! 


FREB  BOOKLET:  "IIow  to  Sell  More  Gas  Ranpes.” 
contains  a  series  of  these  convincing  sales  acts.  Send 
for  copies.  Unrper -If  vnian  Coiiipfinv.  8o62  I  incennes 
Arrniie,  Chiaieo,  III. 


HARPER  BURNER 
SYSTEM 


The  Harper  Burner  System  operates  on  the 
unique  principle  of  “2  burners  in  i”.  .  .  o 
STARTING  BURNER  plus  a  small,  economical 
COOKING  BURNER,  both  controlled  by  the  same 
handle.  It  is  subject  to  finer  gradations  of  lote 
heats — greater  control  and  economy — than 


any  other  cooking  unit  made. 


-one  of  the  standards  of  top  burner  performance  under 


Merchandising  Manual 


By  BEATRICE  JUDELLE 


UBLISHED  BY  THE  NATIONAL  RETAIL  DRY  GOODS  ASSOCIATION 


immWd  ARE  EASIER  T 

>TwlI.Rcc.U.S.Pat.OS. 


Half  a  century  of  national  advertising  has  made 
**Kleinert’s”  a  guarantee  of  quality  to  the  consumer. 
Month  by  month  advertising  and  publicity  on  spec¬ 
ific  Infants’  Items  creates  new  customers  and  actual 
sales  for  your  department.  Each  of  the  items  shown 
here  has  proved  its  sales  appeal — each  deserves  a 
place  in  the  department  which  desires  to  be  known 
as  headquarters  for  infants’  needs. 


I.  B.  KLEINERT  RUBBER  COMPANY,  485  FIFTH  AVENUE,  NEW  YORK,  N.  Y. 


Pads  are  really  disposable.  Just  tell  your 
customers  to  flush  awav  refills— it’s  as  easy 


Softex  Pad  Pants  with  Disposable  Pads 


Pad  Pants  savejmothers  hours  of 
time — make  caring  for  baby  all  joy 
and  no  drudgery!  Made  of  sheer, 
durable  Softex,  the  fabric  that  is 
waterproofed  without  rubber,  Pad 
Pants  are  non-heating,  dainty,  and 
come  out  of  the  tub  extra  snowy 
white. 

Chafe-proof  filler  pads  hold^  to¬ 
gether  when  wet  and  never  stick. 
They  not  only  eliminate  diapers, 
but  diaper  containers  as  well,  and 
cost  less  than  having  diapers  laun¬ 
dered. 


Fresh. 'new  refill  pad  is  inserted  in  pockets. 
Far  quicker  to  "change”  a  baby  this  modem 


as  that! 


The  Bulletin  of  the  National  Retail  Dry  Goods  Association 


October,  1941 


•  -f 


} 


LL  AND  SURER  TO  REPEAT! 


•SOFTEX  PANTIES-Cool  Batiste  Softex. 
waterproofed  without  rubber.  Panties  weigh 
less  than  an  ounce!  Three  styles. 


•DRY-DOWNE  CRIB  SHEET-Put  baby  di 
rectly  ort  soft,  cuddly  Dry-Downe.  Saves  laun¬ 
dering!  Absorbent,  waterproof,  boilable. 


SHAMPOO  SHADE— Keeps  hair  and  soap¬ 
suds  out  of  baby’s  eyes!  White  rubber- 
pneumatic  head-conforming  rim. 


QUILTED  RUBBER  SHEET  -  Air-filled 
pure  gum  rubber!  Soft,  spring[y,  stays  cool. 
Acid-proof,  quick-drying,  easily  cleaned. 


SQUARE  DIAPER  COVER-Cool,  comfort¬ 
able  Batiste  Softex,  waterproofed  without 
rublrer.  Complete  with  adjustable  ties. 


SOFTEX  DIAPER  SHIELDS-Eor  a  new 
lahv!  Waterproof  shields  to  fold  inside  the 
diaper.  Sheer  Silk  Softex.  Three  in  a  packet. 


EAR  CAP— To  streamline  unruly  ears! 
Lightweight  white  net  with  an  adjustable 
laced  back.  Small,  medium,  large. 


"CATCH-ALL”  BIB— Big  pocket  catches 
crumlw— saves  clothes.  Rubberized  terry 
cloth  in  pink  or  blue.  Appliquetl. 


DIAPER  BAG— Vat-dyed  color-tested  cot¬ 
ton,  rublrer-coated,  rubl)er-lined.  Four  inner 
pockets,  one  outside  j>ocket. 


POTTI-COAT— Takes  the  chill  off  the 
potty-  Velvety  Fleecenap,  washable  and 
waterproof.  Sponge  rubber  filling. 


KLEEN-A-PAD  SET-“Three  Bears”  print¬ 
ed  percale  play  pen  rug.  Pyroxylin  coated. 
Matching  cotton  felt  filled  chair  pad. 


BASKET  LINING  AND  PAD-Snug-fitting 
quilted  cotton  crepe  lining.  Rubberized  per¬ 
cale  Posturest  Pad,  latex  hair  filled. 
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Sleep,  bathing,  training,  play — in  all  these  the  modern  mother 
turns  to  the  baby  store  for  the  specialized  products  that  make 
her  task  easier  and  her  baby’s  life  healthier  and  happier.  With 
the  Trimble  line  you  can  take  care  of  all  of  her  requirements. 
It’s  a  well  rounded  line,  bearing  a  familiar,  respected  name — 
a  profitable  line  around  which  to  build  a  profitable  baby  trade. 


Safety  Screened 


KIDDIE’KOOP 


SALES  DON’T 


KIDDIE-BATH 


Trimble  makes  the  nursery  specialties  that  mothers  want — 
including  Kiddie-Koops,  Kiddie-Baths,  Kiddie-Trainers,  Kiddie- 
Yards — and  Trimble  helps  you  to  sell  them.  National  advertis¬ 
ing  for  more  than  a  score  of  years  has  made  “Trimble”  a 
familiar  name  to  mothers,  and  today  continues  to  acquaint 
nearly  1,000,000  new  mothers  each  year  with  the  exclusive 
qualities  of  these  “safety  first  for  baby”  specialties.  Point  of 
sale  advertising  aids,  direct  mail  material  and  back-of-the- 
counter  helps  for  those  who  sell,  rpund  out  the  Trimble  mer¬ 
chandising  plan.  Write  for  complete  information  and  catalog. 


Solid  Side 

KIDDIE-YARD 


KIDDIE-TRAINER 


*‘MAKING  THE  WORLD  SAFE  FOR  BABY” 

A  colorful  31-pagc  booklet  by  Beulah  France,  R.N., 
that  helps  sell  Trimble  products  for  you.  Distributed 
annually  to  more  than  100,000  mothers.  Free  copies 
available  for  use  in  your  Baby  Store. 


Walking  Trainer  & 
Exerciser 


PLAYROOEA  & 
AUTO  CHAIR 


ROCHESTER,  NEW  YORK 
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ABY’S  HEALTH— SIMPLIFY  MOTHER’S  TASK 

HANKSCRAFT  SpecUd  BABY  BOHLE  WARMER 


No.  775-B 

This  baby  bottle  warmer  at  the  surprisingly  low  retail  price 
of  $1.00  heats  any  standard  size  baby  bottle  quickly  and  con¬ 
veniently  to  the  correct  feeding  temperature.  The  bottle  is 
placed  in  the  warmer,  which  is  plugged  into  any  regular  AC 
lighting  socket,  and  one  teaspoon  of  water  is  poured  into  the 
warmer.  Steam  starts  almost  immediately  heating  the  milk  just 
right  without  any  chance  of  scorching.  The  warmer  shuts  off 
automatically.  Finished  in  pink,  blue  or  ivory  porcelain  with 
silvery  medallion. 

Retail  $1.00  plus  excise  tax 


Special  BOHLE  WARMER  SET 


No.  7751-B 

This  set  includes  the  automatic  electric  baby  bottle  warmer  descrilied 
above  with  a  porringer  attachment  and  a  vaporizer  attachment.  The 
porringer  heats  baby’s  solid  foods  quickly  and  conveniently  in  the 
nursery  or  at  the  table  and  is  an  exceUent  serving  dish  also.  The 
vaporizer  includes  a  container  for  a  medicant,  and  with  the  steam 
from  the  bottle  warmer  the  medicated  vapors  give  quick  relief  for  colds. 
It  is  attractively  cartoned  and  makes  an  ideal  gift  that  is  both  useful 
and  attractive  in  the  nursery.  Choice  of  pink  or  blue. 

Retail  $2.50  pins  excise  tax 


BABY  BOHLE  STERILIZER 


Automatic-Electric  No.  872 

Sterilizes  seven  bottles,  nipples,  and  other  feeding  accessories.  Includes 
wire  rack  and  glass  nipple  jar.  Doctors  and  hospitals  recommend  live  steam 

as  the  ideal  method  of  steriliza- 
tion,  and  this  sterilizer  provides 
the  snd  easy  way 

sterilizing  with  live  steam.  Sim- 
ply  pour  four  ounces  of  water 
I  into  the  base,  with  the  bottles 
."tv-  I  in  place,  and  steam  starts  quick- 

I  ly.  The  current  shuts  off  auto- 
I  matically  at  the  end  of  the  proper 
j  sterilizing  period. 

I  Retail  $5.00  plus  excise  tax 


•  Special  Food  Warmer 

No.  946 

This  attractive  serving  dish  is  sturdily  constructed  will 
three  compartments;  it  is  almost  impossible  to  tip  it 
and  it  keeps  baby’s  food  warm  when  hot  water  is  poura! 
into  an  opening  in  the  handle.  Choice  of  pink  or  Hut 
.Attractively  packaged. 

Retail  $1.00 


Standard  Food  Warmer 

No.  893 

Larger  and  heavier  than  the  Special  Food 
Warmer  with  three  food  compartments,  a 
whole  meal  can  be  served  in  one  dish.  Water 
poured  into  double  porcelain  wall  keeps  food 
warm  for  a  long  time.  .An  attractive  gift  in 
pink  or  blue. 

Retail  $1.95 


HANKSCRAFT  COMPANY,  1007  E.  Washinst, 


Avenue/  Madison,  Wisconsi 

October,  1941 


The  Bulletin  of  the  National  Retail  Dry  Goods  Association 


r  •  - 
■’  /■ 


vise  New  Quick  care  for 


^erything  baby  wears 


Florence,  Francis  and  Fay 
Bardol.  Mrs.  Bardol,  the 
triplets'  mother,  says:  “/ 
use  new,  quick  Lux  for  all 
the  triplets’ things.  It’s  so 
mild  and  gentle!” 


So  Gentle,  so  Fast,  so  Thrifty! 


Smart  stores  find  it  pays  to  advise  Lux  care  for  baby  things 
...  in  customer  satisfaction  ...  in  cutting  down  returns  ...  in 
building  good  will. 

Mothers  appreciate  soxmd  advice  on  the  care  of  baby  garments. 
You  can  be  sure  your  advice  is  correct  when  you  advocate  the  Lux 
method.  New,  quick  Lux  has  no  harmful  alkali  to  cause  skin  irrita¬ 
tion  .  . .  won’t  leave  bands,  shirts,  diapers  harsh  and  scratchy,  apt 
to  chafe.  And  new,  quick  Lux  is  fast .  .  .  thrifty  .  .  .  ideal  in  every 
way  for  washing  baby  things. 

Many  atorea  give  cuatomera  the  Lax  leaflet  on  the  care  of  baby  garments. 
For  information,  write  Educational  Bureau,  Lever  Brothers  Co.,  Cambridge, 
Mass.  Ask  about  “The  ABC  of  Washing  for  the  Younger  Set.” 


New 


Quick 


% 


For  All  Baby’s  Things- 
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The  Most  Important 
Customer  of  All 


More  than  two  million  American  babies  are  born  each  year— and 
the  trend  is  upl  Quietly,  these  past  few  years,  the  ratio  of  babies 
to  adults  in  our  population  has  been  moving  slowly  upward. 
In  1940,  our  birth  rate  was  17.9  births  per  1,000  p>opulation— the  best 
figures  since  19311  And  early  reports  show  that  the  first  six  months  of 
1941  gave  us  18.2. 


To  give  these  two  million  and  more  young  adventurers  in  life  a 
good  start  on  the  road  to  health,  industry  and  trade  join  hands  with  the 
medical  profession,  and  make  available  to  mothers  a  vast  supply  of 
products  prepared  especially  for  babies.  Baby  clothes,  baby  furniture, 
baby  foods,  baby  toiletries,  and  a  hundred  and  one  other  items  are 
available  to  mothers  throughout  the  country  to  help  them  do  a  good 
job  of  bringing  America’s  youngsters  up  strong  and  sturdy. 


Retailers  and  manufacturers  alike  have  recognized  the  need  for 
placing  before  the  American  mother  the  tools  for  doing  a  fine  job  of 
bringing  up  baby.  They’ve  met  their  responsibility  to  their  two  million 
customers  by  producing  the  right  merchandise  for  every  conceivable 
need  of  the  modern  baby— and  they’ve  gone  a  step  further  and  shoul¬ 
dered  also  the  responsibility  for  helping  to  teach  mothers  how  to  use 
this  merchandise  correctly. 


If  each  generation  of  American  babies  seems  healthier  and  stronger 
than  the  one  before,  should  we  not  give  a  portion  of  the  credit  to  the 
makers  and  sellers  of  baby  merchandise  who  have  made  it  so  much  easier 
than  ever  before  for  mothers  to  carry  out  doctors’  instructions  for  the 
care  of  the  American  baby? 
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COLiC 


'ly)  to  Soil 

Nipples  and  Bottle  Caps 


brand 


If  there’s  one  baby  item  that’s  an  absolute  necessity, 
it’s  nipples.  Even  breast-fed  babies  need  them  for 
supplementary  feeding.  It  follows  that  nipples 
should  logically  be  a  feature  attraction  in  bringing 
mothers  into  your  Baby  Department. 

Why  Davcl  ‘‘Anti-Colic”  brand  nipples  and  bottle 
caps? 

For  the  reasons  outlined  in  the  box  at  the  left. 
Because  these  nipples  are  designed  to  promote 
nature-like  feeding,  and  simplify  a  mother’s  feeding 
methods.  Because  both  “Anti-Colic”  nipples  and 
nursing-bottle  caps  are  standard  equipment  in  many 
homes  and  hospitals,  and  have  been,  for  years. 


FACTS  FOR  YOUR  SALES  PEOPLE 


Study  the  chart  below  carefully.  Inside  and  out, 
Davol  “Anti-Colic”  brand  “Sani-Tab”  nipples 
are  designed  for  safe,  scientific,  easy  feeding. 
The  short  dp,  and  firm,  rounded  shoulder  simu¬ 
late  the  condidons  of  breast  feeding,  thereby 
promodng  normal  development  of  jaws  and 
mouth  muscles.  “And-Colic”  nipples  are  recom¬ 
mended  by  many  doctors  and  hospital  authorities. 


REMEMBER  THESE  FIVE 
SALES  FUNDAMENTALS 


1 .  By  stocking  nipples  and  botde  caps  in  both  Baby  and 
Drug  Departments  you  not  only  increase  turnover  but 
direct  traffic  to  the  upstairs  department. 

2.  By  including  6  nipples  and  6  bottle  caps  in  your 
layette  lists  you  make  sales  to  prospective  mothers  and 
increase  your  chances  for  later  repeat  business. 

3.  Keeping  them  on  display  increases  turnover. 

4.  By  selling  them  in  boxes  (2  boxes  of  nipples  and  2 
boxes  of  botde  caps  are  a  mother’s  requirements)  you 
increase  the  average  sale. 

5.  Checking  quantities  regularly  avoids  loss  of  sales  due 
to  incomplete  stocks. 


1.  An  airtight  connection  with  neck  of  bottle  ia 
aaaured  by  thia  apecial  Davol  flange. 

2.  Nipple  ta  held  firmly  on  bottle  by  meana  of 
thia  aturdy  3/16  in^  wall  at  baae. 

3.  Firmly  reinforced,  aloping  ahouldera  aimulate 
the  areola  of  a  mother’a  breaat. 

4.  Patented  pulNtab  makes  it  simple  to  attach 
nipple  to  bottle;  eliminates  handling  the  side 
or  tip  of  the  ateriliaed  nipple. 

5.  Short  tip:  eafMcially  adapted  to  the  siae  and 
shape  of  the  infant’s  mouth. 

4.  The  three  feeding  holes  minimiae  the  chance 
of  obstruction  and  collapse. 
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HERE’S  A  SURE-SELLING  LINE-UP 
FOR  ANY  BABY  DEPARTMENT! 

Meet  the  team!  Johnson’s  superior 
Baby  Products !  As  thriving  and  pop¬ 
ular  a  bunch  of  supporters  as  any 
Baby  Department  ever  had! 

Star  of  the  outfit  and  idol  of  millions 
of  babies  is  silky-soft,  cooling,  sooth¬ 
ing  Johnson’s  Baby  Powder!  For 
keeping  babies’  skin  in  good  condi¬ 
tion,  free  from  chafes  and  prickles, 
it’s  the  number  one  favorite  with 
mothers  all  over  the  country !  A  really 
fast  mover  any  season  of  the  year! 

Another  long-time  winner  is  Johnson’s 
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Baby  Oil.  Indispensable  for  tiny 
babies,  it’s  a  big  seller  among  layette 
items.  Heartily  endorsed  by  older 
babies,  too! 

And  here  are  two  more  popular  big- 
timers!  Johnson’s  Baby  Cream — 
pure,  unmedicated,  a  “must”on  every 
baby’s  list.  And  Johnson’s  Baby  Soap 
— made  of  fine  vegetable  oils  espe¬ 
cially  for  babies. 

Last  but  not  least,  those  year-round 
dependables — the  Johnson’s  Baby 
Gift  Sets!  Packaged  in  bright  lac¬ 


quered  boxes,  any  one  of  the  three— 
Baby  Requisites  Box,  Baby  Gift  Box, 
or  De  Luxe  Baby  Gift  Box— gives 
glamour  to  a  Baby  Department  and 
is  mighty  profitable,  too! 

JOHNSON’S 
BABY  PROOUCTS 


The  American  Mother 


and  the 

Department  Store 


r 


OTHING  is  too  good  for 
Baby!”  So  say  mothers 
the  world  over.  .\nd 
.American  mothers  add:  “If  it’s  for 
my  baby,  I  want  only  the  best— 
the  best  merchandise,  the  best 
brand,  the  best  store.” 

Just  as  women  seek  the  best  doc¬ 
tor  they  can  find  to  supervise  the 
baby’s  care  and  prescribe  for  his 
illnesses,  so  they  turn  to  the  best 
known  and  most  reliable  stores  for 
baby  merchandise.  Thus  the  de¬ 
partment  store’s  cherished  and  care¬ 
fully  safeguarded  reputation  for  ab¬ 
solute  reliability  is  one  of  its  strong¬ 
est  assets  in  selling  baby  merchan¬ 
dise  to  mothers. 

The  young  mothers  of  your  com¬ 
munity  have  known  your  store 
since  their  childhood.  As  girls  and 
young  women,  they’ve  bought  their 
first  silk  stockings  from  you— their 
first  evening  gowns,  their  first  high 
heeled  shoes,  their  trousseaus!  With 
them,  your  reputation  for  honesty 
is  a  tradition  they’ve  grown  up 
with.  And  so,  when  as  young  moth¬ 
ers  they  turn  to  you  for  their 
babies’  needs,  they  are  paying  a 
compliment  to  your  reputation  for 
high  standards  in  merchandise  and 
service. 

How  many  of  you  who  are  be¬ 
hind  desks  or  counters  in  depart¬ 
ment  stores  ever  stop  to  realize  how 
much  your  store  offers  the  young 
mother?  There  are  some  advanta¬ 
ges  a  store  has  offered  for  so  long 
that  no  one  connected  with  the 


store  gives  them  a  second  thought. 
Let’s  take  just  a  moment  to  l(K)k 
at  these  advantages  through  the 
eyes  of  our  customers— the  mothers 
of  those  two  million  babies. 

Reliability:  Precious  peace  of 
mind  for  the  mother  to  know  that 
what  she  buys  will  be  right  for  the 
baby!  Everything  in  your  stock  has 
been  selected  by  a  buyer  who 
knows  about  babies  and  baby  care, 
as  well  as  about  merchandise. 

Wide  Stock  Assortments:  With 
little  time  or  energy  for  shopping, 
the  mother  or  exjjectant  mother 
can  find  everything  for  her  baby 
under  your  roof.  \Vhat’s  more,  her 
baby’s  doting  aunts  or  bachelor 
uncles  can  find  hundreds  of  gifts 
for  him  under  that  same  roof,  too! 

Delivery  Service:  All  that  mother 
has  to  do  is  tell  you  what  she 
wants.  You  bring  it  to  her  door  in 
your  delivery  truck  and  save  her 
the  fatigue  of  carrying  it  home.  To 
an  expectant  mother  who  tires  easi¬ 
ly,  or  to  the  mother  of  an  infant 
who  keeps  her  busy  twenty-four 
hours  a  day,  this  means  an  impoi- 
tant  saving  of  that  priceless  com¬ 
modity-energy. 

Credit:  Financing  a  baby  is  no 
simple  matter,  and  young  couples 
are  grateful  for  the  many  helps 
your  credit  office  can  offer  them. 
Deferred  payments,  coupon  books, 
charge  accounts,  layaways— all  these 
make  it  easier  for  the  family  to  ad¬ 
just  its  income  to  the  expenses  at¬ 
tached  to  the  arrival  of  its  newest 
member. 

Central  Location:  Mother  doesn’t 
have  to  go  out  of  her  way  to  get 
to  your  store.  You’re  right  in  the 


heart  of  town,  where  she  passes 
your  door  on  her  way  to  the  doc¬ 
tor’s,  or  on  any  other  business  that 
brings  her  downtown  during  the 
day. 

Telephone  Order  Department: 
.Ami  if  she  has  no  business  that 
would  bring  her  downtown,  or 
even  if  she  just  doesn’t  care  to 
leave  the  house  today,  your  store  is 
still  conveniently  located.  You 
have  girls  trained  to  take  her  order 
over  the  telephone,  and  she  knows 
that  she’ll  get  the  same  intelligent 
help  and  the  same  honest  merchan¬ 
dise  as  if  she  had  come  in  person¬ 
ally.  You’re  as  near  as  her  bedside 
telephone! 

Trained  Personnel:  Your  buyer 
and  your  salespeople  keep  in  touch 
with  baby  needs,  and  even  if  Mrs. 
Young  Mother  isn’t  quite  sure 
what  she  wants  or  why,  she  can 
count  on  finding  in  your  depart¬ 
ment  someone  who’ll  help  her 
make  a  wise  selection. 

Special  Helps:  When  your  cus¬ 
tomer  was  a  few  years  younger,  you 
helped  her  buy  her  college  w’ard- 
robe  by  running  special  fashion 
shows  just  for  her.  When  she  mar¬ 
ried,  you  invited  her  to  your  special 
bridal  salon,  to  select  her  bridal 
outfit  and  trousseau  with  the  help 
of  a  sptecial  consultant.  Now  that 
she  has  her  baby,  Mrs.  Young 
Mother  can  turn  to  you  for  count¬ 
less  sptecial  helps.  Those  clinics, 
shows,  lectures,  demonstrations, 
that  you  run— if  you’re  doing  your 
usual  good  job  with  them,  then 
you’re  certainly  helping  her  to  do 
a  good  job  of  raising  her  baby. 

A  wonderful  institution,  your 
store!  In  the  ordinary  course  of 
your  daily  business,  you  do  so  much 
to  make  the. young  mother’s  life 
easier,  freer  from  worry.  No 
wonder  she  turns  to  you,  first  of 
all,  to  help  her  outfit  her  baby! 
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EXCEPI'  for  brides,  few  of 
your  customers  need  so  many 
and  such  diverse  items  from 
your  stock  as  the  new-born  baby. 
He  must  have  clothing,  blankets, 
sheets,  a  bed  to  sleep  in,  a  carriage 
to  go  abroad  in,  nursing  bottles 
and  feeding  dishes— to  say  nothing 
of  food!  He  needs  a  special  bath 
tub  and  sf>ecial  bath  toiletries.  He 
needs  diap)ers  and  pins,  toys,  scale, 
mattress  and  mattress  pads,  and  a 
hundred  other  things.  His  relatives 
are  firmly  convinced  his  little  heart 
pines  for  jewelry,  and  they  flock  to 
your  counters  for  silver  rattles  and 
gold  bracelets  almost  as  soon  as  he 
is  born. 

.\ltogether,  it  takes  a  department 
store  in  miniature  to  care  for  a 
baby’s  needs.  And  that’s  what 
you’ve  develop)ed  in  your  Baby 
Department  over  a  period  of  years. 
Perhaps  it  all  started  with  a  layette 
counter,  and  then  you  added  in¬ 
fants’  toys  and  a  few  specialties, 
plunged  into  nursery  furniture,  put 
in  a  line  of  baby  baths  and  toilet¬ 
ries,  and  now  you’re  wondering  if 
you  shouldn’t  follow  the  lead  of 
some  stores  you  know  and  add  baby 
foods! 

Your  Baby  Department  grew  up 
so  gradually  that  you  hardly  realize 
how  clever  you’ve  been  to  have 
everything  for  the  baby  on  one 
floor,  in  one  department,  where  a 
single  salesgirl  can  take  a  customer 
in  charge  and  sell  her  everything 
from  cotton  swabs  to  crib.  Just 
look  at  what  you’ve  accomplished: 

1.  Customer  Convenience.  If 
there’s  one  customer  who  does  not 
like  to  be  shunted  about  from  floor 
to  floor,  it’s  the  expectant  mother. 
And  friends  or  relatives  of  young 
babies  just  wouldn’t  know  where  to 
begin  looking  for  suitable  presents 


if  they  didn’t  know  you  had  a  de¬ 
partment  with  all  sorts  of  things  at 
whatever  prices  they  wish  to  pay! 

2.  Trained  Personnel.  To  keep 
abreast  of  developments  in  baby 
care  is  a  full  time  job,  best  en¬ 
trusted  to  people  willing  to  special¬ 
ize  in  the  business  of  serving  bab¬ 
ies. 

3.  Baby  Promotions.  Most  at¬ 
tractive  of  promotions  (of  which 
we  shall  have  more  to  say  in 
later  chapters)  are  those  which 
feature  techniques  in  baby  care. 
How  could  you  ever  stage  them  if 
you  didn’t  have  all  the  materials 
in  one  department?  And  how 
could  you  ever  get  sales  results 
from  them  if  customers  had  to 
make  a  tour  of  your  store  to  find 
the  merchandise  demonstrated? 

4.  Suggestion  Selling.  The 
pleasant  part  about  having  every¬ 
thing  for  the  baby  in  one  spot  is 
that  you  benefit  by  it  as  well  as 
your  customer.  You  give  yourself 
every  piossible  oppiortunity  for  sug¬ 
gestion  selling,  and  every  now  and 
then  a  customer  who  comes  in  for 
“just  a  few  little  things”  runs  up  a 
salescheck  of  more  than  a  hundred 
dollars! 

Whether  your  store  is  large  or 
small,  you’ve  made  your  baby  de¬ 
partment  a  complete  store  in  itself, 
carrying  a  representative  assort¬ 
ment  of  merchandise  for  each  of 
a  baby’s  many  needs.  You  have 
put  it  all  in  charge  of  a  specialist 
in  baby  merchandise,  and  you’ve 
trained  your  salesp>eople  to  give 
your  customer  just  the  sort  of 
friendly,  helpful  advice  she  needs 
when  shopping  for  the  youngest 
member  of  her  family.  No  wonder 
she  likes  to  buy  everything  for  her 
baby  in  your  store! 


At  top,  Hahne  &  Co.,  Newark,  N.  J.,  fixtures 
by  Grand  Rapids  Store  Equipment.  Directly 
above.  Lord  &  Taylor,  New  York,  fixtures 
designed  by  Raymond  Loewy. 


The  Baby  Store 
Just 

Grew  and  Grew 


OPERATING  T 


TO  give  the  Baby  Department 
the  quiet  and  privacy  it 
needs,  you’ve  probably  placed 
it  on  an  upp>er  floor  of  your  store. 
If  it  shares  the  floor  with  other  de¬ 
partments,  you’ve  probably  put  it 
near  women’s  and  misses’  dresses. 
For  obvious  reasons,  maternity 
dresses  or  housedresses  would  make 
good  neighbors  for  your  baby 
shop.  Yet  it  is  quite  possible  to 
have  a  thriving  infants’  and 
children’s  department  on  the  same 
floor  with  men’s  wear— just  so  long 
as  the  baby  merchandise  section  is 
reasonably  secluded. 

If  you’ve  remodeled  your  depart¬ 
ment  recently,  you’ve  probably  put 
blond  wood  fixtures  in,  because 
they  look  so  clean  and  cheerful. 
But  even  if  you  have  old  fixtures, 
left  over  from  the  beginning  of 
time,  you  can  still  see  that  your 
department  looks  clean  and  fresh. 
Some  good  white  paint,  or  a  pastel 
shade,  will  do  wonders  in  making 
an  old  fashioned  department  look 
crisp  and  modern.  And  the  light 
color  of  your  fixtures  will  make  an 
agreeable  background  for  the 
dainty  coloring  of  your  merchan¬ 
dise. 

Your  stock  will  be  out  of  sight, 
and  you  won’t  bring  merchandise 
out  to  be  handled  unless  you’re 
actually  showing  it  to”a "customer. 
If  there’s  one  thing  people  want  in 


merchandise  for  the  baby,  it’s 
cleanliness.  Don’t  do  anything  to 
give  customers  the  impression  that 
your  baby  dresses  and  blankets  are 
left  lying  around  in  the  open,  col¬ 
lecting  dust  while  they  wait  for 
purchasers! 

Instead,  get  fixtures  for  your  de¬ 
partment  that  give  you  plenty  of 
room  for  glassed-in  displays.  You’ll 
like  counters  made  of  glass  clear 
down  to  the  floor  level,  and  you’ll 
like  stock  cases  with  glassed-in 
display  sections  above  head  level. 
On  your  counter  shelves,  show 
assortment  displays  of  baby  toys, 
silver,  feeding  dishes,  shoes,  and 
other  small  items.  Use  the  over¬ 
head  displays  for  showing  groups 
of  items  that  develop  a  single 
theme.  For  example,  you  may  have 
a  “crib”  display,  with  comforter, 
sheets,  night  lamp,  and  woolly  toy. 
Or  a  clothing  display  of  dress,  coat, 
shoes,  stockings,  hat,  and  coat 
hangers.  Or  a  bath  display  of 
towels,  wash  cloths,  toiletries,  scale, 
jar  sets,  floating  toy,  etc. 

Treating  Left-overs 

If  you  have  any  open  display 
counters  or  tables  at  all,  use  them 
for  the  merchandise  you  mark 
down  for  soilage,  damage,  or  other 
reasons.  Even  these  left-overs  and 
undesirables  must  be  treated  with 
more  resp>ect  than  other  depart¬ 
ments  would  accord  them,  how¬ 
ever.  Unless  you  keep  them  neat, 
they’ll  break  down  the  impression 
of  cleanliness  you’ve  built  up  for 
the  rest  of  your  department. 

At  your  layette  counter,  you’ll 
have  plenty  of  chairs,  of  course, 
and  make  it  a  rule  that  all  custom¬ 


ers  should  be  seated  before  any 
merchandise  is  shown.  If  possible, 
have  all  your  layette  merchandise 
along  one  wall,  so  that  your  sales¬ 
girl  will  be  able  to  assemble  every¬ 
thing  for  the  new  baby  without 
covering  too  much  mileage. 

Near  the  layette  counter,  and 
probably  off  to  one  side,  where  the 
mother  can  see  it  from  her  chair, 
you’ll  have  your  nursery  furniture 
section.  Nursery  accessories,  toilet¬ 
ries,  gifts,  and  other  baby  items 
will  be  as  close  to  the  layette 
counter  as  space  permits. 

Screening  the  layette  customer 
from  the  traffic  in  the  older 
children’s  section,  will  be  your 
racks  of  clothes  for  toddlers. 

Displaying  Baby  Birthday  Cards 

While  your  customers  choose 
their  layettes,  your  displays  will 
act  as’  silent  salesmen  for  the  many 
impulse  items  you  carry.  On  top 
of  a  counter  of  diapers,  binders  and 
shirts,  you  could  place  a  display  of 
cards  to  announce  the  baby’s  birth 
or  acknowledge  gifts.  In  a  display 
of  carriage  covers,  buntings,  and 
other  outdoor  items,  you  might  in¬ 
clude  a  carry-all  bag.  In  a  group 
ing  of  infants’  dresses  or  blankets, 
a  baby  book  may  be  placed.  Be 
careful,  however,  not  to  put  more 
than  one  or  at  most  two  unrelated 
items  into  a  display,  lest  it  become 
a  hodge  podge. 

There  are  so  many  items  carried 
in  the  average  baby  department 
that  some  principle  of  selection 
must  be  applied  to  displays  and 
ads.  Too  often,  ads  for  baby  de¬ 
partments  have  an  uninspired,  om¬ 
nibus  quality.  Too  often,  windows 
for  baby  departments  are  so  over¬ 
crowded  that  the  customer  can’t 
see  the  forest  for  the  trees. 

Apparently,  the  line  of  reasoning 
followed  by  the 'baby  goods  buyer 
is  that  windows  and  ads  come  along 
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so  seldom  that  everything  jMtssible 
must  be  crowded  into  each  one.  A 
l)etter  idea  would  be  to  select  from 
each  class  of  baby  merchandise  a 
few  exceptionally  attractive  items  • 
to  represent  the  entire  classifica¬ 
tion,  and  to  highlight  these.  If 
windows  and  ads  come  along  too 
seldom,  let  each  one  pack  a  wallop 
for  a  few  items  in  your  stock.  If 
you  make  them  effective  enough, 
customers  will  come  up  and  take 
an  inventory  of  whatever  else  you 
have  in  the  department! 

Instead  of  piling  baby  dresses, 
coats,  hats,  packages  of  diapers, 
toiletries,  towels,  jars,  and  blankets 
into  a  window,  along  the  usual 
lines,  try  showing  just  one  phase 
of  the  baby’s  day— but  dramatically, 
please!  If  your  story  is  to  be  sleep¬ 
ing  equipment,  show  a  doll  tucked 
into  one  of  your  nicest  cribs,  com¬ 
plete  with  bottle,  blanket  clips  and 
all.  Nearby,  have  a  chest  with  a 
night  lamp  on  top  of  it.  neatly 
folded  extra  blanket,  a  jar  and  tray 
set,  and  a  bottle  warmer  could  also 
be  laid  out  on  top  of  the  chest. 
If  the  chest  has  a  wardrobe  com¬ 
partment,  let  the  door  swing  open 
and  show  dresses  hanging  inside. 

“Everything  for  the  Baby” 

In  such  a  window,  you’ll  need 
two  cards.  One  should  list  the 
price  of  each  item  shown.  The 
other  should  carry  a  message  along 
these  lines:  “Everything  for  the 
baby.  Infants’  wear,  nursery  furni¬ 
ture,  toiletries,  nursery  accessories, 
baby  foods.  Baby  Department, 

-  -  -  th  floor.’’ 

Treat  your  advertising  in  the 
same  way.  If  your  ad  isn’t  going 
to  be  big  enough  to  do  right  by 
each  item  in  each  classification  you 
carry,  then  do  one  of  two  things: 
Either  select  one  classification  and 
feature  that  in  your  ad,  or  select 
one  or  two  outstanding  items  to 


A  '  . 


represent  each  classification. 

To  show  everything  you  carry, 
would  require  a  mail  order  cata¬ 
logue— and  incidentally,  it  isn’t  at 
all  a  bad  idea  to  have  one!  One 
of  the  country’s  most  successful 
specialty  stores  has  built  up  a 
profitable  mail  order  business  in 
baby  wear.  Catalogues  are  issued 
twice  a  year,  and  they  bring  a  large 
and  gratifyingly  profitable  business. 

It  must  not  be  supposed  that  all 
mail  order  catalogue  customers  are 
farm  women  seeking  98-cent  Sun- 
dav  bests  for  the  children.  This 
particular  store’s  customers  are 
definitely  “upper  crust’’  and  baby 
merchandise  with  the  store’s  label 
goes  to  best  families  in  cities  all 
over  the  country. 

Developing  Catalogue  Business 

Not  every  baby  department  can 
leap  lightly  into  the  catalogue 
business,  of  course.  But  you  cer¬ 
tainly  should  make  full  use  of  your 
store’s  facilities  for  developing  a 
mail  order  business.  It  isn’t  always 
convenient  for  your  customers  to 
come  and  see  you,  and  anything 
you  can  do  to  bring  your  store  to 
them  is  all  to  the  good.  Here  are 
a  few  suggestions: 

Statement  Staffers.  Baby  mer¬ 
chandise  is  in  season  every  month 
of  the  year.  Although  there  are 
fluctuations  in  the  birth  rate  from 
month  to  month,  the  number  of 
babies  needing  clothes,  toys,  food, 
toiletries,  etc.,  remains  practically 
constant.  Therefore  every  month 
of  the  year  is  open  season  for  you 
to  offer  wanted  items  in  statement 
stuffers.  Be  sure  to  select  items 
that  will  pull  their  weight  in  sales 


and  give  you  a  good  enough  return 
to  justify  another  statement  stuffer 
next  month. 

Mail  Order  Coupon.  Every 
newspaper  advertisement  you  in¬ 
sert  for  regular  merchandise  should 
have  a  mail  order  form  attached  if 
possible.  Make  it  easy  for  the 
woman  who  can’t  come  in  person 
to  give  you  her  business  by  mail! 

Special  Mailing  Lists.  Even  if 
no  other  department  of  your  store 
keeps  a  special  mailing  list  of  its 
customers,  your  department  cannot 
afford  to  overlook  this  opportunity 
for  added  sales.  Circularize  the  list 
frequently,  particularly  at  the 
change  of  seasons.  If  it’s  time  to 
buy  Junior  new  winter  underwear, 
and  your  circular  arrives  with  the 
first  cold  breeze,  you’ll  get  the 
order! 

Baby  Lists.  Some  stores  obtain 
lists  of  new-born  babies  from  local 
health  departments  and  send  greet¬ 
ing  cards  or  gifts  to  the  newcomers. 
An  occasional  store  sends  a  birth¬ 
day  card  each  year,  but  this  prac¬ 
tice  is  generally  frowned  upon 
because  of  the  unpleasantness  if 
the  store  should  fail  to  remove 
from  its  list  the  name  of  a  child 
who  has  died. 

Bearing  in  mind  that  young 
mothers  haven’t  too  much  time  for 
shopping,  extra  business  can  be 
(Continued  on  page  65) 
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r^IFANTS’  wear  is  the  spring¬ 
board  for  your  entire  baby 
department  and  it  should  be 
the  focal  point  of  your  department. 
Give  it  the  attention  it  deserves 
and  make  it  the  strongest  section 
on  the  babies’  floor,  if  you  want 
your  customer  to  buy  her  child’s 
first  needs  from  you  and  to  keep 
coming  back  season  after  season 
until  he  outgrows  you  altogether. 

Your  infants’  wear  counters 
should  be  gleamingly  clean,  of 
course,  and  every  scrap  of  merchan¬ 
dise  that  can  remain  in  a  sealed 
package  should  stay  packed  safely 
out  of  reach  of  dust.  When  your 
salesgirls  show  merchandise,  they 
should  place  a  clean  cloth  on  the 
counter,  and  show  the  merchandise 
on  that.  The  moment  an  item  on 
display  shows  the  least  sign  of  soil, 
it  should  be  whisked  out  of  sight 
and  replaced  by  fresh  goods.  You 
can  afford  the  extra  markdown 
better  than  you  can  afford  to  lose 
your  customer’s  confidence. 

For  confidence,  after  all,  is  one 
of  the  principal  things  you  have  to 
sell.  Without  under-rating  the 
style  element  in  the  least,  we  can 
safely  say  that  your  main  talking 
point  is  that  your  customer  can 
buy  from  you  with  the  assurance 
that  she  is  getting  clean,  scientifi¬ 
cally  correct  merchandise  that  will 
be  good  for  her  child.  She  wants 
her  baby  to  look  pretty  as  a  pic¬ 


ture,  of  course— but  she  wants  to 
be  sure  also  that  nothing  soiled  or 
wrongly  made  touches  her  darling. 

To  build  up  that  all-iinportant 
customer  confidence,  it  is  now  a 
fairly  general  practice  for  stores  to 
have  a  registered  nurse  in  the  in¬ 
fants’  wear  department.  In  larger 
stores,  she  does  not  sell,  but  simply 
advises  customers,  explaining  what 
is  needed  and  why,  and  how  to  use 
it. 

.■\long  the  line  of  building  cus¬ 
tomer  confidence,  one  large  store 
a  few  years  ago  got  three  baby 
specialists  to  go  over  its  stocks  with 
a  fine  comb.  Some  of  the  items 
carried  met  with  enthusiastic  ap¬ 
proval  from  the  medical  men; 
others  had  to  be  discarded.  But 
when  the  inspection  tour  was  over, 
the  store  was  able  to  tell  its  cus¬ 
tomers  that  every  item  in  its  vast 
baby  stocks  had  been  approved  by 
the  doctors. 

To  the  expectant  mother,  such 
news  is  gocxl  news.  She  is  a  little 
at  sea  herself  as  to  what  she  needs, 
especially  if  it  is  her  first  child 
who’s  on  the  way.  If  she  knows 
your  stock  has  been  selected  with 
present-day  standards  of  baby  care 
in  mind,  and  if  she  gets  helpful, 
friendly  advice  from  your  sales¬ 
people,  your  department  will  be 
the  one  to  get.  her  business— now, 
and  after*  the  baby  has  been  bom, 
too. 
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In  order  to  encourage  mothers  to 
buy  as  much  as  possible  before  the 
child’s  birth,  most  stores  undertake 
to  provide  for  any  unexpected  de¬ 
velopments.  Twin  insurance  is  by 
this  time  almost  universal,  and  the 
offer  of  free  layettes  for  multiple 
blessings  is  made  in  almost  all  de¬ 
partment  stores.  The  proud  parent 
buys  one  layette  before  the  baby  is 
born,  and  saves  the  sales  slip.  If 
die  offspring  turns  out  to  be  plural, 
the  birth  certificates  and  the  sales 
slip  are  presented  to  the  store,  and 
duplicate  layettes  are  furnished. 
(Twins  occur  only  once  in  every 
eighty-odd  births,  and  so  it  isn’t 
a  very  expensive  offer  to  make.) 

Standard  Layettes 

When  the  mother-to-be  selects 
her  layette,  her  main  problem  is  to 
make  sure  all  essentials  are  pro¬ 
vided  for.  To  facilitate  matters,  a 
few  standard  layette  assortments 
should  be  worked  out  and  featured 
as  units,  at  unit  prices.  Complete¬ 
ness  should  be  your  watchword  in 
preparing  these  assortments,  so  that 
everything  needed  for  a  royal  wel¬ 
come  will  be  represented. 

In  the  days  when  a  layette  was 
prepared  by  the  mother  with  her 
own  hands,  it  contained  only  wear¬ 
ing  apparel,  of  course.  But  women 
today  look  upon  the  layette  as  a 
working  kit.  So  make  a  point  of 
including  safety  pins,  nursing 
bottles,  bottle  caps  and  nipples  in 
your  collection— to  say  nothing  of 
waterproof  pants,  crib  sheets,  tal¬ 
cum  powder  and  nursery  pads. 

Rubber  nipples,  by  the  way,  offer 
a  neat  slice  of  added  volume  for 
layette  counters.  Even  breast  fed 


babies  need  bottles  for  drinking 
water,  you  know,  and  so  every 
woman  is  a  customer  for  nursing 
bottles  and  nipples.  Show  your  cus¬ 
tomer  that  it  will  save  her  hurried 
trips  to  corner  drug  stores  if  she 
lays  in  an  adequate  stock  at  the 
start.  One  store  in  the  Middle 
West  has  been  doing  that  for  a 
long  time— and  has  been  selling 
amazing  quantities  of  that  “drug 
store  item’’,  the  lowly  nipple! 

When  a  customer  buys  a  pre¬ 
pared  assortment,  stores  usually 
give  her  a  premium  of  some  kind 
with  it— a  box  or  basket  or  baby 
book.  She’s  entitled  to  a  premium, 
at  that,  when  you  think  of  all  the 
time  and  trouble  you  save  when 
she  takes  one  of  your  standard 
layettes  instead  of  selecting  each 
item  separately. 

I’he  preparation  of  a  layette  is 
as  old  as  time,  but  that  doesn’t 
mean  you  should  confine  yourself 
to  old  fashioned  items  in  making 
up  your  prepared  layettes.  VV'eed 
out  items  like  belly-bands,  which 
have  gone  by  the  board,  and  recog¬ 
nize  the  arrival  of  labor  savers  like 
disposable  diapers  and  diaper  sub¬ 
stitutes. 

One  interesting  successor  to  the 
diaper  consists  of  a  pair  of  water¬ 
proof  (not  rubber)  pants,  which 
accommodate  a  removable  cellulose 
pad.  Modern  young  women,  accus¬ 
tomed  to  the  advantages  of  dis¬ 
posable  napkins  for  their  own  sani¬ 
tary  needs,  will  welcome  innova¬ 
tions  of  this  kind  particularly  when 
you  add  up  the  cost  of  disposable 
pads  and  show  that  it  comes  out 
cheaper  than  a  diaper  laundry. 
The  pleasant  feature  for  you  is 


that  you  get  regular  repeat  business 
t)n  refills  for  this  pants  and  pad 
arrangement! 

WTen  you  include  disposable 
diapers  in  your  layettes,  don’t  neg¬ 
lect  also  to  include  a  small  stock 
of  the  birdseye  kind.  Aside  from 
(^Continued  on  page  64) 
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Section  Baby  Department 
Harry  S.  Manchkstkr,  Inc 
Madison,  Wis. 


Qelling  nursery  furniture  your  cusioiner's  eye  every  time  she 
offers  the  same  set  of  problems  passes.  1  ake  a  leaf  from  that  small 
that  regular  furniture  depart-  store’s  book,  and  keep  at  least  one 
ments  must  face:  Fhere’s  never  crib  right  spang  in  the  middle  of 
tpiite  enough  H(M)r  space  to  show  the  floor,  where  everyone  can  see 
off  the  assortment  to  advantage:  it.  Fix  that  crib  up  with  the  nicest 
the  turnover  is  bound  to  be  low  sheets  you  have,  add  a  baby  doll, 
(because  baby  can’t  use  more  than  a  toy  or  two,  and  a  large  sign: 
one  crib  at  a  time,  alas!)  and  it’s  “Nursery  Furniture.  Cribs,  Chests, 
hard  to  show  customers  differences  Carriages,  Playpens,  Baby  Baths, 
in  quality  between  the  dependable  At  the  north  end  of  this  floor.” 
things  you  sell  and  those  they  can  Ideal  for  nursery  furniture  is  a 
buy  down  the  street  for  a  couple  location  alongside  the  layette 
of  dollars  less.  counter,  with  no  intervening  walls 

Sounds  tough!  But  really,  it  isn’t,  to  block  the  customer’s  view.  If 
if  you  make  it  your  business  to  your  space  permits  such  an  arrange- 
meet  your  problems  intelligently.  ment,  your  customer  will  see  what 
First  of  all,  since  baby  is  going  you  have  in  the  furniture  line 
to  have  a  crib,  a  bath,  and  a  car-  while  she’s  choosing  Baby’s  socks— 
riage,  for  a  minimum,  let’s  make  and  if  your  displays  are  good 
sure  mother  knows  we  carry  this  enough,  she’ll  pay  you  a  visit! 
merchandise.  If  we’ve  got  our  nur-  What  are  good  enough  displays? 
sery  furniture  tucked  away  in  a  The  answer  is  simple:  Displays 
corner,  with  the  entrance  barricad-  that  make  the  furniture  look  as  if 
cd  with  assorted  junk,  let’s  intro-  it  were  in  someone’s  home,  and  not 
duce  a  new  order  into  our  depart-  in  a  warehouse.  That  doesn’t  mean 
ment.  Let’s  put  that  nursery  furni-  hiring  an  expensive  interior  decora- 
ture  right  in  plain  sight,  as  close  tor,  or  tripling  your  floor  space  to 
to  the  layette  counter  as  we  can  make  more  model  rooms.  With  a 
bring  it.  little  ingenuity,  you  can  make  even 

That  sounds  obvious,  doesn’t  it?  the  smallest  furniture  section  look 
Yet  we’ve  seen  nursery  furniture  homelike. 

tucked  into  such  out-of-the-way  If  your  floor  is  large  enough,  by 
places  in  really  good  stores  that  it  all  means  have  a  few  model  rooms 
would  be  quite  an  adventure  for  —some  elaborately  furnished,  some 
the  customer  to  find  the  stuff.  within  reach  of  the  modest  purse. 

The  little  furniture  shop  near  And  don’t  forget  to  fix  up  “cor- 
your  customer’s  home  may  carry  ners”  for  babies  who  are  going  to 
only  three  or  four  cribs,  but  you  share  rooms  with  older  children  or 
can  be  sure  that  at  least  one  model  with  parents.  Especially  for  these 
is  in  the  window,  where  it  catches  corners,  make  a  point  of  indicating 
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Nurseries  SELL 


on  a  card  how  much  space  is  re¬ 
quired  to  place  the  furniture  as 
you  have  shown  it. 

If  you  haven’t  the  space  for 
model  rooms,  get  your  carpenter  to 
make  movable  “walls”  for  you. 
These  should  be  of  light  weight 
board,  about  four  feet  high,  and 
eight  or  ten  feet  long.  You  can 
move  these  about  easily,  and  set 
them  behind  dressers  and  chests  to 
separate  one  group  of  furniture 
articles  from  another.  Don’t  make 
too  many  of  them— once  you  get 
the  knack  of  placing  a  partition 
where  it  does  the  most  good,  you’ll 
get  the  model  room  effect  with  very 
few  “walls”. 

(Many  regular  furniture  depart¬ 
ments  use  these  movable  walls. 
Perhaps  your  own  store’s  furniture 
department  is  one  of  them!) 

Still  another  help  for  baby  fur¬ 
niture  departments  is  the  scrap¬ 
book.  Keep  a  scrapbook  of  attrac¬ 
tive  rooms  built  around  furniture 
bought  in  your  store.  Photograph 
model  rooms  you  yourself  have  set 
up,  and  by  all  means  photograph 
customers’  rooms  whenever  they 
will  let  you.  Get  your  salespeople 
to  clip  pictures  of  baby  rooms  from 
magazines  and  other  sources.  It 
will  keep  them  alive  to  decorating 
trends,  beside  fattening  up  your 
idea  book! 

Ideas  for  Scrapbook 

The  scrapbook  can  be  especially 
helpful  for  customers  who  are 
going  to  keep  the  baby’s  crib  in 
their  own  room.  If  you  can  offer 
ideas  for  arranging  such  a  room  so 
as  to  give  plenty  of  space,  you  may 
sell  an  extra  piece  of  furniture 
your  customer  wasn’t  sure  she  could 
fit  into  her  room! 

Train  your  salespeople  to  regard 
the  purchase  of  the  crib  or  other 
item  as  a  beginning— not  as  a  com¬ 
plete  sale.  Chests,  high  chairs,  play 
pens,  bouncing  chairs,  carriages, 
strollers,  toilet  seats,  baby  baths— 
these  are  all  going  to  be  needed 
by  the  customer. 

Particularly  where  the  customer 
plans  to  make  use  of  layaway  or 
credit  facilities,  this  effort  to  sell  a 


complete  “package”  of  nursery  fur¬ 
niture  is  important.  You  can  help 
your  salespeople  make  bigger  sales 
per  customer  by  reminding  them 
constantly  to  keep  suggestion  sell¬ 
ing  in  mind,  by  offering  small  pre 
miums  to  salespeople  for  selling 
second  items,  and  by  offering 
special  group  prices  on  combina¬ 
tions  of  crib,  chest,  carriage,  etc. 

One  ever-present  problem  in 
your  department  is  that  of  selling 
quality.  The  chances  are  that  you 
don’t  carry  the  very  cheapest  fur¬ 
niture  and  bedding  made— but  lots 
of  little  stores  do,  and  you  have  to 
show  your  customer  why  it  pays 
her  to  pay  more  and  buy  the  ser¬ 
viceable  grade  you  carry. 

Selling  Quality  Furniture 

People  are  inclined  to  think  that 
furniture  for  the  baby  will  be  used 
only  a  few  years,  and  therefore 
need  not  be  of  very  good  quality. 
That’s  where  they’re  wrong— and 
it’s  up  to  you  to  tell  them  so;  in 
your  advertising,  in  display  cards, 
and  through  the  selling  sentences 
you  give  your  salespeople. 

In  the  case  of  cribs  and  crib 
mattresses,  remind  parents  that 
twelve  hours  of  sleep  at  night  is 
only  a  starter  for  a  baby— add  his 
morning  and  afternoon  naps,  and 
he  gets  sixteen  hours  or  more,  even 
at  the  age  of  six  months.  If  he 
sleeps  in  a  bad  position,  he  doesn’t 
get  the  rest  he  should. 

A  good  crib  mattress,  we  are 
told,  should  be  neither  squashy  nor 
hard.  It  should  provide  a  yielding 
surface,  but  not  so  soft  that  the 
child  sleeps  in  a  hollow,  nor  so 
hard  that  he  has  to  make  his  body 
conform  to  the  mattress.  A  good 
innerspring  mattress  is  usually  the 
answer. 

Crib  sheets  and  pillow  cases 
should  be  of  good  quality  for  two 
reasons:  They  should  be  soft 
enough  for  contact  with  a  baby’s 
delicate  skin,  and  they  should  be 
strong  enough  to  stand  the  many 
launderings  they’ll  get  before  the 
youngster  is  old  enough  for  a 
junior  bed. 

Chests  should  be  well  made,  so 


that  drawers  won’t  warp  or  tumble 
out  easily.  (Ask  your  salespeople 
to  pull  out  the  drawers  of  a  “bar¬ 
gain”  chest  sometime,  to  see  for 
themselves  how  hard  it  is  to  keep 
a  cheaply  made  drawer  from  fall¬ 
ing  out.) 

Playpens,  which  have  a  relatively 
short  life  so  far  as  use  goes,  must 
also  be  sturdy,  because  they’ll  be 
used  by  a  child  just  learning  to 
walk.  He’ll  be  pulling  himself  up 
and  along  the  bars  of  the  pen. 
And  they’d  better  be  strong  enough 
to  take  the  rough  treatment  he’ll 
give  them! 

Baby  baths  or  cribs  with  special 
safety  features  should  be  promi- 
nently  labeled,  to  tell  the  customer 
about  these  spiecial  features.  Sales¬ 
people  are  human,  and  may  forget. 
If  there’s  a  screened  crib  that  keeps 
Baby  safe  from  insects,  household 
pets,  and  even  relatives  just  dying 
to  kiss  him,  make  sure  there’s  a 
label— yours  or  the  manufacturer’s 
—to  call  Mother’s  attention  to  this 
advantage.  If  there’s  a  baby  bath 
with  a  foot  gadget  for  manipulat¬ 
ing  the  top,  so  that  she  has  both 
hands  free  for  keeping  Baby  in  line, 
don’t  let  that  selling  point  be  lost 
from  sight! 

So,  here’s  our  formula  for  success¬ 
ful  nursery  furniture  operation; 
Good  display,  quality  merchandise, 
and  selling  more  than  one  item  to 
a  customer. 
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Nursery  Accessories 


OLD  fashioned  cooks  used  to  Scales,  thermometers,  bottle  save  mother  a  trip  to  the  kitchen 

exchange  recipes  calling  for  warmers,  bottle  holders,  feeding  on  a  cold  night,  and  you  present 

a  pinch  of  this  and  a  bit  of  dishes,  etc.,  can  be  sold  as  con-  it  as  a  luxury.  Offer  it  as  a  device 

that.  Modern  women  make  an  veniences,  of  course.  But  your  sales  for  heating  Baby’s  milk  to  precisely 

exact  science  of  cooking,  and  use  effort  will  be  far  more  effective  if  the  right  temperature,  without 

a  battery  of  measuring  and  timing  you  present  this  merchandise  pri-  guesswork,  and  our  luxury  becomes 

devices  to  insure  accuracy  to  the  marily  from  the  angle  of  Baby’s  a  necessity! 

last  quarter-teaspoonful.  health,  with  Mother’s  comfort  as  a  View  every  device  and  gadget  in 

Just  so  in  the  nursery.  Mothers  secondary  angle.  your  stock  from  this  angle,  and  see 

a  generation  ago  warmed  baby’s  Let’s  take  a  feeding  dish  to  illus-  how  easily  they  move  from  the 
bottle  “a  little”  and  flicked  a  few  trate  our  point.  It’s  a  common-  luxury  to  the  necessity  class!  Even 

drops  of  milk  on  their  wrists  to  place  enough  item,  with  its  hot  a  bottle  holder,  which  looks  at  fint 

test  the  temperature.  Modern  water  compartment  to  keep  food  like  a  device  to  save  a  lazy  mother 

mothers  like  to  be  more  accurate,  warm  while  the  baby  is  being  fed.  the  trouble  of  personally  feeding 

and  they  don’t  test  temperatures  But  look  at  it  this  way:  The  hot  the  bottle  to  the  child,  becomes  a 

by  touch  any  more  than  they  weigh  water  in  that  compartment  keeps  necessity.  The  most  careful  mother 

babies  “by  hand”.  the  food  at  the  right  temperature  may  find  her  attention  distracted 

This  desire  for  precision  and  p>er-  for  baby’s  stomach.  No  danger  of  once  or  twice  during  a  feeding,  and 

fection  of  method  in  preparing  putting  too  cold  a  meal  inside  of  air  bubbles  will  slip  down  into 

Baby’s  bath  or  bottle  has  resulted  him— and  no  need  to  force  him  to  Junior’s  insides.  Or,  with  her  arm 

in  the  manufacture  of  a  large  array  eat  rapidly  for  fear  that  the  food  tiring,  she  may  unconsciously  hurry 

of  nursery  accessories— and  a  con-  will  chill  before  he’s  reached  the  the  child.  A  mechanical  device 

siderable  volume  of  extra  business  bottom  of  the  dish.  doesn’t  get  bored  or  tired,  and 

for  your  Baby  Department  if  you  Or  look  at  an  electric  bottle  keeps  the  bottle  at  the  right  angle 

go  out  after  it.  warmer.  Offer  it  as  a  device  to  indefinitely. 

All  of  the  nursery  accessories  in 
your  stock,  from  blanket  clips  to 
bottle  sterilizers,  have  similar 
strong  talking  points.  Like  all 
relatively  new  gadgets,  however, 
these  things  need  SELLING.  The 
mother  must  be  told  why  she  needs 
them,  how  they  help  her  baby,  and 
how  they  help  her.  That  is  the 
message  to  get  across  in  advertis¬ 
ing,  selling,  and  labeling. 

The  method  used  by  one  large 
store  to  sell  health  toys  is  excellent 
for  all  nursery  accessories.  Instead 
of  relying  entirely  upon  the  sales¬ 
people  to  get  this  important  mes¬ 
sage  across  to  customers,  this  store 
arranges  the  toys  in  an  assortment 
display.  Next  to  each,  a  printed 
card  explains  the  particular  pur¬ 
pose  it  is  intended  to  serve. 


Such  a  display  is  educational 
and  attractive.  People  stop  to 
glance  at  the  printed  messages  and 
discover,  to  their  surprise,  that  a 
baby  NEEDS  toys,  and  special  toys, 
too,  at  each  stage  of  his  develop¬ 
ment.  It  dawns  upon  them  that 
giving  him  a  key  ring  to  play  with 
may  keep  him  quiet,  but  it  won’t 
help  him  develop  the  way  an  edu¬ 
cational  toy  will! 

If  there  is  one  class  of  merchan¬ 
dise  that  absolutely  requires  an 
educational  selling  message  in 
every  display,  it  is  the  nursery 
accessories  division  of  your  baby 
department! 

Above  all,  however,  these  gadgets 
and  accessories  need  demonstration. 
Demonstrations  on  a  large  scale, 
such  as  a  clinic  on  baby  care  and 
feeding,  are  of  course  excellent,  but 
you  can’t  stage  them  every  day. 
And  demonstration  is  just  as  im¬ 
portant  in  the  day-to-day  selling 
picture  as  it  is  in  these  large-scale 
events. 

Selling  the  Gadget 

Impress  upon  your  salespeople 
that  they  haven’t  really  sold  a  de¬ 
vice  unless  they’ve  taught  the  cus¬ 
tomer  how  to  use  it.  Show  a  young 
mother  how  to  make  a  gadget  work 
well,  and  she  will  be  one  of  your 
best  saleswomen!  This  is  why:  The 
parents  of  new  babies  have  many 
opportunities  to  show  new  gadgets 
and  accessories  to  visiting  friends 
and  relatives,  and  it’s  human 
nature  to  like  to  show  off.  Teach 
your  customer  the  correct,  easy  way 
to  use  a  gadget,  and  she’ll  demon¬ 
strate  it  for  you  to  countless 
friends. 

In  a  busy  department,  where 
your  salespeople  may  not  have 
time  to  give  individual  demonstra¬ 
tions  to  customers  who  do  not 


request  them,  it  is  sound  business 
to  work  out  instructive  displays,  to 
show  the  customer  how  to  use  each 
device.  This  is  by  no  means  so 
difficult  as  it  sounds,  and  if  you 
read  the  manufacturer’s  instruction 
leaflet  in  the  package,  you’ll  prob¬ 
ably,  emerge  with  plenty  of  ideas 
for  making  a  good  display. 

For  example,  you  can  do  an 
instructive  display  for  electric 
bottle  warmers  in  a  very  small 
space,  and  with  practically  nothing 
in  the  way  of  “props”  but  a  couple 
of  bottles  and  bottle  warmers. 
Here’s  how  it  could  be  done: 

Steps  in  Selling 

Divide  a  section  of  a  show  case 
into  three  parts.  In  the  first  part, 
which  you  will  label  “Step  No.  1”, 
show  a  bottle  warmer  connected  to 
a  dummy  electric  outlet,  and  a 
sp>oon.  Your  display  card  should 
read:  “Connect  the  plug  and  put 
a  spoonful  of  water  into  the 
warmer.” 

Your  second  set-up  will  show  a 
warmer,  again  apparently  connect¬ 
ed,  but  with  a  bottle  placed  inside. 
Your  caption  will  read:  “Next, 
place  the  bottle  in  the  warmer. 
Any  standard  size  bottle  will  fit.” 

Your  third  set-up  needs  only  a 
card:  “The  current  turns  off  auto¬ 
matically  when  the  bottle  is  warm 
enough.  No  further  heating  or 
cooling  needed.”  To  do  this  final 
set-up  in  style,  you  could  show  a 
baby  doll  apparently  drinking  from 
a  bottle— and  in  the  foreground, 
your  assortment  of  bottle  warmers, 
with  prices. 

Like  so  many  other  items  sold 
in  the  Baby  Department,  nursery 
accessories  lend  themselves  readily 
to  the  layette  idea.  The  moment 
Baby  needs  a  bottle,  he  needs  a 
sterilizer,  nipples  and  bottle  caps! 


Get  up  a  thrift  feeding  layette, 
made  up  of  these  essentials,  and 
offer  it  as  a  unit,  at  a  single  price. 
Then  add  such  conveniences  as 
bottle  warmers,  bottle  holders, 
feeding  dishes,  and  you  have  a 
“comfort”  layette.  Finally,  set  up 
a  de  luxe  set  of  your  best  and 
most  attractive  devices  for  taking 
the  guesswork  out  of  feeding. 

W^ith  each  of  these  feeding  lay¬ 
ettes,  offer  some  small  inducement 
to  make  it  worth  the  customer’s 
while  to  purchase  the  entire  com¬ 
bination  at  one  time  and  in  your 
store.  The  inducement  need  not 
l)e  a  reduction  in  price— it  may  be 
the  addition  of  some  small  item 
like  a  bib,  a  book  on  baby  feeding, 
a  height  and  weight  chart,  or  any 
other  inexpensive  yet  welcome 
addition  to  a  feeding  outfit. 

Whether  or  not  you  carry  baby 
foods  in  your  department,  it  is  a 
gtKxl  idea  to  keep  in  touch  with 
the  manufacturers  of  these  prod¬ 
ucts,  and  even  occasionally  to  put 
fowl  packages  into  your  displays 
of  feeding  accessories.  Many  baby 
food  firms  have  leaflets,  charts,  and 
e\en  books  on  baby  care  for  free 
distribution  to  mothers.  Keep  a 
supply  of  these  at  your  feeding- 
etjuipmenl  counters,  and  let  your 
customers  know  that  your  depart¬ 
ment  is  a  source  for  this  informa¬ 
tion.  You’ll  do  a  service  to  cus¬ 
tomers  and  manufacturers  in  this 
way,  and  at  the  same  time  make 
your  own  store  headquarters  for 
baby-care  information. 


/  •  * 


I 


Baby  Toiletries 


Babies  are  large  users  of  needed;  and  why  water  softeners 
drugs  and  toilet  goods,  and  a  are  wanted. 

Baby  Department  that  caters  Like  everything  else  for  babies, 
to  infants’  needs  in  this  field  has  too,  drugs  and  toiletries  thrive  on 
opportunities  to  make  welcome  demonstrations.  Lectures  and 
additions  to  its  volume.  clinics  to  show  the  right  way  to 

Although  baby  toiletries  belong  bathe,  powder  and  diaper  the  baby 
also  in  the  main  drug  department,  are  extremely  helpful,  and  the  day- 
they  should  be  on  sale  in  the  Baby  to-day  work  of  your  regular  sales- 
Department  for  purposes  of  sug-  girls  is  also  important.  Package 
gestion  selling.  If  store  regulations  labels  and  inserts  are  a  fruitful 
place  obstacles  in  the  way  of  hav-  source  of  information  as  to  how 
ing  two  departments  sell  identical  and  when  to  use  each  product; 
merchandise,  it  would  be  worth-  manufacturers’  salesmen  and  leaf- 
while  to  invite  the  main  drug  lets  prepared  by  manufacturers  are 
department  to  maintain  an  outpost  other  sources  of  information  you 
on  the  baby  floor.  When  your  should  not  neglect  to  use. 
elevator  operator  announces:  What  items  shall  you  carry? 

"Everything  for  the  baby  on  this  For  the  bath,  have  soaps,  p>owders, 
floor,’’  there  should  be  no  reserva-  and  oils.  If  you’re  in  a  hard-water 
tions!  neighborhood,  a  water  softener 

Like  every  other  item  babies  will  have  ready  sale.  For  the  hair, 
need,  the  drugs  and  toiletries  sold  you  will  have  combs,  brushes,  and 
for  their  use  should  be  sold  by  ointments  to  relieve  cradle  crust 
p>eople  who  are  familiar  with  the  and  similar  scalp  troubles.  Many 
special  requirements  of  young  baby  medicines  may  be  sold  with- 
children— people  who  know  for  out  the  presence  of  a  registered 
what  purpose  each  oil  or  powder  pharmacist.  (To  check  on  this 
or  salve  is  needed;  people  who  point,  write  to  the  Secretary  of 
know  why  sterilized  cotton  is  State  of  your  own  state  for  a  list 
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“layettes”  can  be  assembled  and 
sold  at  a  group  price,  or  a  baby’s 
medicine  chest,  complete  from 
vitamins  to  prepared  bandages,  can 
be  featured. 

Opportunities  for  suggestion  sell¬ 
ing  and  multiple  selling  will  be 
even  greater  if  you  keep  in  mind 
that  your  department  is  a  unit  and 
not  a  number  of  independent  sec¬ 
tions.  Feature  items  from  several 
sections  in  one  package,  and  make 
a  sale  worth  talking  about  when 
you  do  sell  the  package!  For  ex¬ 
ample,  gather  together  these  bath 
needs: 

Soap 

Soap  dish 

Oil 

Absorbent  cotton 

Baby  p>owder 

Safety  pins 

Toothpicks  (for  cleaning 
nails) 

Wash  cloths 

Soft  towels 

Baby  bath 

Blanket  for  padding  bath 
table 

Bath  thermometer 

Tray  for  the  bath  supplies 

Display  the  whole  works  as 
they’d  look  in  use— with  a  baby 
doll  seated  in  the  tub,  and  all  the 
equipment  for  the  bath  on  a  tray 
along  side.  Offer  the  entire  outfit 
as  a  unit,  at  a  unit  price.  As  an  in¬ 
centive  to  purchase  the  entire  out¬ 
fit  at  once,  offer  some  small  pre¬ 
mium— a  bath  toy  for  the  baby,  or 
a  water-proof  apron  for  the  mother. 

Babies  need  dozens  of  little 
things  at  low  unit  prices,  but  when 
you  gather  all  these  small  items 
together  and  merchandise  them  in 
sets  and  outfits,  it  all  adds  up  to 
a  pleasantly  high  average  sale 
figure! 


Baby  Specialties 


Like  the  miniature  depart¬ 
ment  store  that  it  is,  the 
Baby  Department  can  gain 
volume  through  carrying  greeting 
cards,  silverware,  jewelry,  small 
leather  goods,  toys— baby  special¬ 
ties  of  all  kinds  that  a  customer 
would  buy  on  impulse  rather  than 
because  of  any  consciously  felt 
need. 

Unlike  other  items  carried  in 
baby  departments,  these  gift  items 
do  not  require  specially  trained 
salespeople.  They  do  need,  how¬ 
ever,  display— and  lots  of  it.  They 
don’t  demand  much  space,  and 
they  can  be  shown  either  in  a 
special  gift  section,  or  in  displays 
of  other  merchandise— or  both 
ways. 

Among  the  specialties  that  can 
bring  you  added  dollars  if  you 
stock  them  and  display  them  are: 

Greeting  Cards— to  announce  the 
baby’s  arrival,  and  also  to  thank 
relatives  and  friends  for  gifts  re¬ 
ceived.  Invitations  to  stork  showers 
and  cards  of  congratulation  to  the 
parents  of  the  new  infant  also  have 
a  place  here. 

Baby  Books,  especially  those  with 
places  for  recording  such  events  as 
the  first  tooth,  the  first  time  he  sat 
alone,  the  first  word,  etc.,  have  a 
steady  sale.  Easily  sold  as  “plus 
items”  for  layette  customers,  they 
also  have  a  good  market  as  inex¬ 
pensive  gifts.  They  are  attractive 
little  premiums,  too,  to  offer  as 
inducements  to  purchasers  of  com¬ 
plete  baby  outfits. 

Silverware  is  a  popular  gift,  es¬ 
pecially  from  bachelor  uncles  who 
feel  unequipped  to  select  gifts  of 
more  practical  nature.  Knife  and 
fork  sets,  cups,  spoons,  and  baby 
jewelry,  are  standbys  for  god¬ 


mothers  and  grandmothers. 

Utility  Bags,  particularly  the 
waterproofed  variety,  are  needed 
by  mothers  for  outings  and  visits. 
Placed  in  plain  sight,  where 
mothers  in  the  department  can  see 
them,  they’ll  attract  their  share  of 
purchasers. 

T  oys  are  perhaps  the  only 
specialties  that  need  educational 
selling.  They  should  be  grouped 
according  to  the  age  of  the  child 
or  the  purpose  they  serve,  and  an 
informative  sign  should  explain 
their  hygienic  or  educational  fea¬ 
tures.  Keeping  the  toys  under  glass 
or  in  cellophane  wrappings  helps 
to  emphasize  their  cleanliness— 
always  important  in  baby  merchan¬ 
dise. 

Beside  scattering  these  specialties 
throughout  the  department,  to 
lend  color  to  displays  of  other 
merchandise,  they  should  have  a 
section  of  their  own— a  special  gift 
counter  for  godparents,  grand¬ 
parents,  and  other  gift  buyers. 
Give  it  a  cute  name,  dress  it  up 
with  pink  and  blue  ribbon  bows, 
and  see  what  a  magnet  it  will  be 
for  gift-hunting  grandmas  and 
courtesy  uncles! 

What's  more,  add  your  luxury 
grade  wearing  apparel— baby  bunt¬ 
ings,  christening  outfits,  and  so  on 
—to  the  gift  collection,  and  many  a 
(Continued  on  page  64) 
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Food  for  the  Baby 


A  well-stocked  baby  food  section  Hold  your  lecture  in  the  depart¬ 
is  a  grand  addition  to  a  baby  de-  ment  itself  if  possible;  if  not,  use 
partment— not  only  because  of  the  the  store  auditorium,  but  invite 
volume  and  profit  opportunities  in  people  to  come  to  the  department 
the  food  products  themselves,  but  afterward  for  answers  to  individual 
also  because  of  the  increased  num-  questions.  The  lecture  should  be 
ber  of  contacts  you’ll  have  with  on  a  general  subject,  like  trends  in 
your  customer.  When  she  takes  diet,  how  to  introduce  new  foods 
Junior  to  the  doctor  and  is  told  to  the  child,  etc.  Make  it  quite 
to  add  a  new  food  to  his  diet,  she  clear  that  your  speaker  is  not  going 
drops  into  your  store  for  it.  If  to  prescribe  diets  or  anything  else 
your  displays  are  lively,  she  may  for  your  customers’  offspringl 
very  well  buy  a  dress,  or  shoes,  or  An  alternative  suggestion  is  to 
a  sunsuit,  while  she’s  in  the  de-  have  a  dietician  or  nurse  in  the 
partment.  department  regularly— say  one  day 

There  are  several  nationally  a  week,  or  one  or  two  hours  each 
known  brands  of  baby  food  that  day— to  answer  individual  food 
have  the  approval  of  doctors  and  questions.  Here,  too,  it  is  im- 
are  actually  recommended  by  name  portant  to  make  it  clear  that  diets 
to  mothers.  Such  canned  foods  are  not  going  to  be  prescribed, 
need  little  space  and  no  great  Limit  the  advice  to  the  technique 
amount  of  advertising  or  selling  of  preparing  food  and  feeding  it 
effort  to  bring  their  quota  of  sales,  to  the  child.  Prescribing  for  the 
Whether  or  not  you  sell  baby  child  is  the  doctor’s  job.  Answer- 
foods,  however,  a  baby  food  clinic  ing  little  questions  that  the  mother 
is  a  first-rate  promotion.  What  you  hasn’t  thought  of  asking  the  doctor 
need  is  a  lecturer  whose  word  car-  is  yours! 
ries  weight— a  registered  nurse,  a 
baby  doctor,  a  hospital  or  orphan¬ 
age  dietician.  The  manufacturer 
of  the  baby  foods  you  sell  may  be 

IF  there s  one  subject  universally  provide  you  with  a  lec- 

on  the  minds  of  young  mothers,  mrer;  if  not,  go  out  after  one  of 

it’s  food.  Every  few  hours, 

Baby  gets  a  feeding  and  Mother  is 

reminded  of  the  importance  of  put-  ranking  doctor  or  dietician  as 
ting  an  adequate  amount  an  sp>eaker  by  working  with  a  chari- 
variety  of  nourishment  into  his  institution.  If  you  have  been 

little  insides.  And  lest  she  grow  habit  of  giving  odds  and 

stale  and  take  the  feeding  problem  damaged  goods  to  a  hos- 

for  granted,  every  few  weeks  brings  pj^^j  orphanage,  that  institution 
a  change  in  Baby  s  diet.  help  you  get  a  sj>eaker  you 

Listen  in  on  any  conversation  otherwise  reach, 

between  mothers  and  you’ll  be 
amazed  at  how  much  the  talk 
centers  on  food.  They  may  spiend 
most  of  Baby’s  budget  on  clothes, 
but  most  of  their  thoughts  are 
given  over  to  his  food. 

To  you,  who  merchandise  Baby 
Departments,  these  casual  remarks 
mean  that  if  you  want  a  sure-fire 
formula  for  getting  mothers  into 
your  department,  tie  it  up  with 
food! 
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Promotions  That  Click 


Up  to  this  point,  we’ve  been 
talking  about  day-to-day 
business,  and  how  to  do  a 
good  job  of  selling  the  mother  what 
she  needs  once  she  has  come  into 
your  department.  But  how  about 
the  mothers  who  haven’t  yet  come 
to  vour  department?  To  win  their 
trade  and  to  keep  the  interest  of 
your  present  customers,  you  have 
to  do  something  special  every  now 
and  then— some  promotion  to  make 
the  town  sit  up  and  take  notice. 

National  Baby  Week  is  one  of 
your  big  opportunities  for  putting 
your  department  into  the  spotlight. 
Coming  usually  at  the  end  of 
April,  it  has  the  backing  of  child 
welfare  organizations,  national 
magazines,  manufacturers,  and 
everyone  else  interested  in  seeing 
the  youngest  generation  get  a  good 
start  in  life. 

It  is  one  week  when  you  have 
every  facility  at  hand  for  doing  an 
outstanding  job  of  your  windows 
and  displays.  Posters  and  display 
material  are  offered  to  you  on  all 
sides,  and  if  you  want  a  good,  big 
baby  picture  as  a  focal  point  for 
your  displays,  you  don’t  have  to 
look  very  far  for  it.  Every  sponsor 
or  endorser  of  Baby  Week  will  be 
offering  you  something  of  the  sort! 

Of  course,  with  every  store  in 
town  out  to  do  something  sp>ecial 
for  Baby  Week,  you  have  to  be  on 
your  toes  to  offer  values  and  at¬ 
tractions  a  little  better  than  most. 
One  way  is  to  start  preparing  well 
in  advance,  so  that  during  each 
day  of  the  week  you  can  offer  a 
new  group  of  specials— real  values 
that  you  scoured  the  market  for 
and  that  you  know  can’t  be  beat! 

On  every  side,  during  National 
Baby  Week,  mothers  and  mothers- 
to-be  are  being  reminded  of  the 
need  for  giving  babies  correct  care. 
To  show  these  women  just  how 
much  you  can  do  to  help  them,  it’s 
a  good  idea  to  have  local  baby 
specialists  address  mothers’  groups 
in  your  store  at  this  time.  Another 
thing  you  should  do  is  have  demon¬ 
strations  in  your  department  of 
dressing,  feeding,  bathing  a  child. 
And  a  third  line  of  attack  is  to 


build  educational  displays  in  your 
department  that  will  tell  mothers 
more  clearly  than  words  how  well 
you  are  equipped  to  help  them. 

Beside  tying  in  with  this  national 
promotion,  you  w'ill  undoubtedly 
want  to  have  a  Baby  \Veek  of  your 
own,  when  you  can  have  the  center 
of  the  stage  to  yourself. 

If  you’ve  been  scientific  and 
educational  during  National  Baby 
VV^eek,  try  something  in  a  lighter 
vein  during  your  own  w'eek.  Call 
it  a  Baby  Fair,  a  Baby  Carnival— 
anything  with  a  gay  sound  to  it. 
Without  losing  sight  of  the  always 
important  educational  element, 
make  your  own  week  much  lighter 
in  mood  than  would  be  appropri¬ 
ate  during  the  national  week. 

The  Baby  Contest 

Your  own  baby  week  is  a  good 
time  of  year  to  stage  those  baby 
contests  mothers  love.  The  im¬ 
portant  thing  to  remember  in  any 
quest  for  the  perfect  baby  or  the 
most  beautiful  baby,  is  that  each 
child,  to  his  own  mother,  is  the 
wonder  child  of  the  century.  So 
don’t  set  yourself  up  as  judge  in 
any  contest  you  may  run!  Make 
it  quite  clear  that  the  baby  con¬ 
testants  are  being  judged  by  a 


committee  of  people  not  connected 
in  any  way  with  your  store. 

If  you  want  the  fun  and  excite¬ 
ment  of  a  contest  without  danger 
of  hard  feelings,  invite  mothers  to 
bring  their  infants  to  your  depart¬ 
ment  for  free  weighing  and  measur¬ 
ing.  Have  a  chart  of  average 
heights  and  weights  handy,  and 
show  each  mother  how’  her  child 
compares  with  the  average.  You 
can  give  a  small  gift  to  any  child 
who  hits  the  average  for  his  age, 
if  you  like. 

Variations  on  this  theme  can  be 
worked  out  according  to  how  much 
space  and  money  you  w'ant  to  put 
into  the  idea.  For  example,  you 
can  have  a  weight  chart  blown  up 
and  placed  on  a  w'all.  As  each  child 
is  weighed,  put  a  pin  into  the  chart 
at  the  right  point  for  his  weight 
and  age.  Whenever  a  child  strikes 
the  average  line,  put  a  card  w’ith 
his  name  at  the  side  of  the  chart, 
and  lead  a  ribbon  from  the  name 
card  to  the  pin  that  represents  him. 

Incidentally,  when  your  weigh¬ 
ing  and  measuring  party  is  over, 
keep  the  blowm-up  chart  on  ex¬ 
hibition  a  while,  so  that  mothers 
can  see  how  few  children  are  actu¬ 
ally  “average”.  It  will  help  them 
realize  that  babies  just  don’t  come 
in  standard  sizes,  and  that  there’s 
no  cause  to  w'orry  if  a  child  is  an 
ounce  or  an  inch  away  from  the 
average  for  his  age. 

(Continued  on  page  63) 
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VV'hen  you  decide  to  stage  your 
clinic,  make  your  plans  far  enough 
in  advance  to  allow  plenty  of  time 
for  corresponding  with  your  re¬ 
sources.  Some  of  them  may  be  able 
to  give  you  advice  on  staging  the 
show,  or  exhibits  to  supplement  it, 
or  charts  and  booklets  for  you  to 
give  your  customers.  Often  they 
can  recommend  a  good  lecturer  to 
you,  if  you  yourself  do  not  know 
of  one. 

The  less  “commercial”  your 
demonstration,  the  better  it  will 
pull.  If  you  were  at  the  New  York 
World’s  Fair  in  1939  or  1940  you 
will  remember  that  the  exhibits 
which  drew  the  biggest  crowds 
were  those  that  did  not  do  direct 
selling.  Futuramas  and  science 
shows  are  remembered  gratefully 
long  after,  people  forget  the  lecture 
on  why  Washing  Machine  “A”  is 
better  than  Washing  Machine  “B”. 

If  you  make  it  quite  clear  to 
everyone,  including  the  doctors  in 
overlook,  and  that’s  the  baby  your  city,  that  your  clinic’s  pur- 
clinic.  At  least  once  a  year,  stage  pose  is  educational,  you  can  un- 
a  thorough  going  demonstration  of  doubtedly  get  the  medical  men  to 
baby  care— and  I  mean  thorough!  send  their  patients  to  your  demon- 
.\t  every  point  so  far,  we’ve  been  stration,  or  at  least  to  let  you  cir- 
harping  on  demonstration,  because  cularize  the  ladies, 
nowhere  is  it  so  important  as  in  Hold  the  demonstration  right  in 
baby  care.  The  young  mother,  her  your  department,  where  the  cus- 
head  spinning  with  the  mass  of  tomer  will  have  an  opportunity  to 
instructions  she  has  been  given,  see  your  displays  and  get  acquaint- 
w'ill  be  deeply  grateful  for  anything  ed  with  the  merchandise  you  carry, 
you  do  for  her  along  this  line.  For  the  day  or  week  of  the  clinic. 
Offer  to  show  her  how  each  job  is  fix  up  departmental  displays  to  tie 
done,  and  she’ll  come  gladly  to  in  with  the  demonstration— that  is, 
your  store.  duplicate  in  your  show  cases  the 

“One  picture  is  worth  a  thou-  equipment  used  by  Nurse  So-and- 
sand  words,”  say  the  Chinese.  If  so  in  bathing  the  child,  feeding, 
our  language  had  a  similar  proverb,  etc.  Don’t  be  modest  about  saying 
I  could  tell  you  how  many  words  in  your  display  cards  that  this  is 
or  pictures  a  good  demonstration  the  same  equipment  as  used  by 
is  worth!  your  demonstrator!  If  you  mean  to 

Take  the  job  of  bathing  the  keep  the  demonstration  itself  op  a 
baby,  for  example.  “Lift  him  into  non-commercial  basis,  you  can’t 
the  tub  supjjorting  the  head  and  expect  the  nurse  to  interrupt  her 
back  with  your  left  hand,”  says  one  talk  to  tell  her  audience  how  muqh 
very  good  instruction  book.  But  if  each  item  will  cost. 
your  nurse  demonstrates  on  a  doll  Your  lecturer  could  plan  her 
and  says,  “Notice  how  I  lift  him  talk  so  that  she  will  take  each 
.  .  it  is  ever  so  much  clearer.  activity  of  the  baby’s  day  in  tprn. 
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Mother’s  Club  of  New  York’s  Henry 
Street  Visiting  Nurse  Service. 


indispensable  asset 


Then,  using  merchandise  from 
your  regular  stock  and  with  a  doll 
for  a  model,  she  can  demonstrate 
how  it’s  done.  Here  are  some  of 
the  points  she  might  cover: 

Cleanliness:  The  baby’s  bath. 
Cleaning  the  nose,  ears,  nails.  Care 
of  skin  and  hair. 

Feeding:  Bottles,  bottle  warmers, 
holders,  caps.  How  to  sterilize. 
Temperature  of  the  milk.  Baby 
foods.  Feeding  with  a  spoon. 
Feeding  dishes,  high  chair,  bib,  etc. 

Sleep:  The  crib  and  carriage; 
mattresses,  pads,  sheets,  blankets 
and  comforts,  pillows.  Making  the 


Exercise  and  Play:  Exercising 
the  infant:  playpens  and  baby 
walkers:  toys. 

Clothing:  Summer  and  winter 
dress  for  indoors  and  out;  sun 
bathing;  shoes. 

Toilet  Training  for  infants  and 
tots. 

Have  everything  your  demon¬ 
strator  needs  for  each  subject  on 
its  own  tray  or  in  its  own  box. 
Take  each  outfit  away  as  she 
finishes  her  talk,  and  bring  on  the 
next  set.  Duplicate  the  contents  of 
each  tray,  as  far  as  |X)ssible,  at 
your  counters. 

To  make  sure  there  is  no  hitch 
or  confusion,  it  is  a  good  idea  to 
have  the  demonstrator  give  a  pre¬ 
liminary  lecture  to  your  sales¬ 
people.  It’s  a  dress  rehearsal  for 
her,  and  valuable  training  for  your 
girls. 

Well  and  unselfishly  done,  such 
clinics  are  extremely  valuable  as 
good  will  and  sales  builders.  Show 
your  customer  the  equipment  she 
needs  for  her  baby  and  how  o  use 
each  item,  and  sales  will  surely 
follow. 


Demonstration  in  bathing  the 
baby  at  one  of  the  Mother's 
Clubs  maintained  by  the 
Henry  Street  Visiting  Nurse 
Service. 


Prospective  fathers  learn 
baby  care  at  the  Materni¬ 
ty  Centre  .Association  in 
New  York. 
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So  you’re  in  the  Baby  Depart¬ 
ment!  It’s  the  department 
you’ve  always  wanted  to  sell 
in,  because  you  do  like  babies  and 
everything  pertaining  to  them. 
Naturally  you  want  to  do  a  good 
job,  so  that  you’ll  be  kept  in  the 
department  and  some  day  be  ad¬ 
vanced  to  a  better  position  in  your 
favorite  department. 

Let’s  see  if  we  can’t  put  down  on 
paf)er  a  few  suggestions  to  help  you 
do  that  grand  job  we  know  you 
want  to  do.  For  if  there’s  one  de¬ 
partment  where  a  salesperson  has 
a  chance  to  do  a  really  good  job, 
it’s  our  own  Baby  Department! 
Few  other  departments  bring  you 
in  contact  with  f)eople  who  are  in 
a  mood  to  buy  and  buy  the  best— 
as  mothers  always  seem  to  be  when 
it’s  a  case  of  outfitting  the  new 
baby.  And  few  departments  give 
you  such  wonderful  opportunities 
to  build  a  sale  up  from  a  package 
of  safety  pins  to  a  complete  lay¬ 
ette,  until  the  grand  total  in  your 
salesbook  gets  to  be  something  to 
write  home  about. 

You  have  many  opportunities  in 
the  Baby  Department  to  do  a  real 
job  of  selling,  and  to  help  custom¬ 
ers  in  a  dozen  different  ways  while 
you’re  doing  that  job.  That’s  why 
this  section  of  the  Baby  Merchan¬ 
dise  Manual  is  addressed  to  you, 
to  help  you  build  a  bigger  sales¬ 
book. 

A.  B.  C.  Stuff 

You’re  selling  merchandise  for 
babies,  and  you  should  know  a  lot 
about  them  in  order  to  do  the  job 
intelligently.  If  you  do— if  you’ve 


For  the 
Salesperson 


been  watching  the  development  of 
a  very  young  citizen  of  our  country 
just  lately— then  this  section  will  be 
ABC  stuff  for  you. 

If  it’s  been  a  long  time  since 
you’ve  had  any  babies  around  your 
house,  or  since  you’ve  read  any  of 
the  new  books  and  pamphlets  on 
infant  care,  let’s  review  some  of  the 
things  your  customer  expects  you 
to  know.  Let’s  prepare  for  some  of 
those  questions  customers  will  ask 
you  by  skimming  quickly  over  the 
main  points: 

1.  Hospital  cleanliness  is  im¬ 
portant.  Babies  haven’t  had  a 
chance  to  immunize  themselves 
against  infections.  They  can’t 
fight  disease  “bugs”  as  easily  as  we 
can,  and  so  we  must  be  careful,  not 
to  expose  them  unnecessarily  to 
germs  in  the  things  they  eat,  wear, 
or  handle.  That’s  why  much  of 
the  merchandise  you  sell  has  been 
laundered  or  even  sterilized,  and 
has  been  sealed  in  a  dust  and 
germ-proof  package  by  the  manu¬ 
facturer.  That’s  why  you  sell 
sterilizing  equipment  to  mothers, 
and  why  everything  for  baby’s  use 
should  be  made  of  materials  that 
can  be  sterilized  or  laundered 
safely. 

2.  Skins  are  delicate  and  tender. 
Yours,  fine  as  it  may  be,  is  tough 
as  elephant  hide  compared  to  a 
baby’s  skin.  That’s  why  everything 
that  touches  Baby’s  skin  must  be 
exquisitely  soft,  with  no  rough 
edges.  Show  that  to  your  custom¬ 
ers  when  you  sell  dresses,  caps, 
blankets,  toys.  Moreover,  a  baby’s 
skin  needs  special  care.  That’s  why 
his  daily  bath  requires  special  soap, 
and  why  it  is  followed  with  special 
oils  or  p>owders.  Each  of  these 
things  must  be  fine  and  pure,  and 
when  you  offer  merchandise  back¬ 
ed  by  a  known  manufacturer  or  by 
your  own  store,  you  know  that 
you’re  recommending  only  what’s 
safe  for  a  baby. 


3.  Habits  are  being  formed. 
Food,  posture  and  health  habits 
are  being  formed  in  the  infant 
every  minute  of  the  day.  If  his 
crib  or  carriage  is  wrong,  he  may 
get  into  bad  posture  habits;  if  his 
mother  doesn’t  use  a  thumb  guard 
of  some  kind  to  break  that  thumb 
sucking  habit  of  his,  he  may  have 
it  the  rest  of  his  life!  It’s  im|x)rtant 
that  he  get  into  the  right  habiu 
from  infancy  on,  and  so  you  sell 
training  devices  of  all  kinds  to  help 
his  mother  cope  with  the  problem. 
Check  over  some  of  the  trainers 
and  toys  in  your  department,  read 
the  manufacturers’  booklets  about 
them,  and  you’ll  be  surprised  at 
how  carefully  they’ve  been  planned 
to  help  youngsters  grow  right. 

4.  Food  is  a  major  element. 
With  every  mother  going  to  a 
doctor  or  a  clinic  for  advice  on 
feeding  her  baby,  I  don’t  have  to 
tell  you  how  important  right  food 
is.  If  you  sell  prepared  foods  in 
your  department,  you  should  know 
what  heating  or  cooking  they  re¬ 
quire  (it’s  all  on  the  labels) .  If 
you  don’t  carry  foods,  you  should 
know  at  least  this  much;  That 
each  crop  of  babies  seems  to  go  on 
semi-solid  foods  a  little  earlier  than 
the  last  one,  and  that  even  an  in¬ 
fant  only  a  few  months  old  is  ready 
for  bibs,  feeding  dishes,  spoons, 
and  the  can  opener. 

5.  Accidents  must  be  guarded 
against.  Bumps  and  falls,  insect 
bites,  and  the  other  small  hazards 
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of  life  are  serious  to  a  young  baby. 
If  you  sell  cribs  and  playpens  with 
safety  features,  if  you  sell  toy  dogs 
with  eyes  that  babies  can’t  pull  out 
and  swallow,  if  you  sell  a  bath  with 
a  special  device  for  keeping  baby 
from  getting  in  too  deep— tell  your 
customers  about  these  safeguards! 
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Your  Customers 


There’s  something  about  infants 
that  makes  us  all  want  to  give  them 
the  best  of  everything.  Later  on, 
when  the  newness  wears  off,  we 
may  be  more  budget-conscious. 
But  in  the  beginning,  we  all  seem 
to  want  to  give  babies  (ours  or  the 
next  fellow’s)  the  nicest  things  we 
can  buy  them. 

So  that’s  one  thing  all  your  cus¬ 
tomers  have  in  common— they 
want  to  do  right  by  Baby! 

In  other  resf>ects,  each  customer- 
type  at  your  counter  requires 
somewhat  different  handling.  The 
exjjectant  mother,  for  instance, 
tires  easily,  and  you  can  get  much 
further  with  her  if  you  make  a 
point  of  bringing  her  a  chair 
before  you  show  her  any  merchan¬ 
dise.  Don’t  fuss  over  her  so  much 
that  you  make  her  self-conscious, 
but  just  make  sure  that  she’s  com¬ 
fortably  seated.  If  she  wants  to  see 
merchandise  from  another  counter, 
it’s  much  better  to  bring  it  to  her 
than  to  ask  her  to  complete  the 
transaction  at  your  counter  and  go 
on  to  the  next. 

Making  this  mother-to-be  feel 
comfortable  is  more  than  just  good 
manners.  It’s  good  business,  be¬ 
cause  if  you  keep  her  standing  for 
any  length  of  time,  her  feet  and 
her  back  will  start  protesting,  and 
she’ll  cut  her  shopping  trip  short 
before  she’s  finished  selecting  all 
the  things  she  wants. 

If  it’s  a  first  baby  your  customer 
is  exp>ecting,  she  may  be  a  little 
vague  about  what  she  needs,  and 
it  will  be  up  to  you  to  remind  her. 
For  reasons  unknown,  a  great  many 
young  mothers  assemble  diapers, 
underclothes,  dresses  and  sweaters 
for  their  coming  events,  but  forget 
about  a  blanket  or  baby  bunting  to 
wrap  the  child  in  on  his  way  home 
from  the  hospital.  When  you  finish 
selling  a  layette,  encourage  her  to 
choose  a  crib,  carriage  and  other 
nursery  furniture  that  she  expects 
to  need.  Also  remember  that  her 
(Continued  on  page  58) 


Inside  seams  are  given  exacting  attention  to  make  them 
smooth  and  comfortable  for  baby’s  feet. 

Mrs.  Day  believes  absolute  protection  of  the  infant  foot 
is  a  cardinal  principle  of  successful  merchandising  and 
every'  operation  in  the  manufacture  of  “IDEALS”  is 
carried  out  with  this  principle  in  mind. 

Place  your  confidence  in  Mrs.  Day’s  Ideal  Baby  Shoes  and 
your  customers  will  have  confidence  in  you. 
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Important  safeguard  against 
chafing  and  irritation  .  .  .  . 


Number  416— 
A  Mother’s 
Favorite  Type 


hands 


KEEP  IDEAL  UPPERS 
AND  INSIDE 
SEAMS  SMOOTH 


'-I 


killed 


MRS.  DAY’S  IDEAL  BABY  SHOE  CO. 

DANVERS,  MASSACKUSETTS 


For  the  Salesperson 

(Continued  from  page  57) 
baby  will  need  a  “bath  layette” 
the  day  she  brings  him  home  from 
the  hospital. 

Even  if  your  customer  isn’t 
ready  to  buy  these  additional  items, 
it  will  pay  you  to  tell  her  about 
the  furniture,  toiletries,  nursery 
accessories,  and  other  baby  special¬ 
ties  that  you  carry.  Point  out  that 
she  won’t  have  much  time  for 
shopping  in  person  after  the  baby 
comes  and  that  it  would  be  a  good 
idea  for  her  to  pick  out  the  things 
she  wants  now.  0£Eer  to  make  a  list 
for  her  of  the  specific  items  she 
wants  and  keep  a  duplicate  list  for 
yourself.  Tell  her  that  in  this  way 
she  can  order  the  merchandise  over 
the  telephone  when  she  is  ready  for 
it— and  if  you  give  her  your  name, 
she’ll  order  it  from  you! 


why  people  call  this 

KICKERNICK 

PANTIE 

'fhe  best  little  pantie  in  the  world* 


QL 


Cut  high  on  outsid* 
to  follow  natural 
body  lines. 


'x  Elastic  insert  holds 
'  inside  leg  portion 
snugly  in  place  — 
provides  absolute 
protection  — avoids 
binding  common 
with  elastic  leg 
bonds. 


Add  to  these  features  Kickernick's  extra  back  length  for 
action,  superior  workmanship  and  fabrics,  and  you  have 
the  finest  pantie  any  girl  can  wear. 

The  71400  Range  available  in  Rayon,  Cotton,  Silk  Mix¬ 
ture  or  Nylon,  Tailored  or  Trimmed.  Sizes  1  •  16.  Blush 
or  White.  To  retail  profitably  at  50c  to  1.50 


WINGET  KICKERNICK  COMPANY  •  MINNEAPOLIS 
NEW  YORK  CHICAGO 

824  Empire  State  Building  920  Merchandise  Mart 


All  this  sounds  like  extra  trouble 
for  you.  It  is.  But  it  may  mean 
a  pleasant  surprise  in  the  form  of 
a  good  big  telephone  order  some 
rainy  day. 

There  is  another  way  in  which 
you  can  help  the  young  mother  of 
a  first  baby.  Often  she  doesn’t 
know  exactly  what  she  wants,  or 
how  to  select  the  best  item  from 
among  the  many  you  have  in  stock. 
In  such  cases  make  your  recom¬ 
mendations  by  saying:  “Most  of 
our  customers  buy  this  grade  be¬ 
cause  .  .  .”  Or  else:  “Our  buyer 
has  checked  with  baby  specialists 
and  they  recommend  this  grade 
because  .  .  .” 

Another  customer  you  can  help 
is  the  doting  relative.  Aunts  and 
uncles  hunting  for  appropriate 
gifts  may  wander  cheerfully  up  and 
down  your  aisles,  admiring  every¬ 
thing  and  buying  nothing,  if  you 
don’t  take  them  in  hand. 

The  Gift  Hunter 

When  you  see  a  customer  whose 
general  aimlessness  proclaims  the 
gift  hunter,  that’s  the  time  to  re¬ 
member  everything  you’ve  ever 
learned  about  the  “merchandise 
approach”.  Greet  the  customer 
w'ith  some  remark  about  the  mer¬ 
chandise  that  has  caught  his  eye. 
“This  dress  is  all  hand  made,  a 
lovely  gift  for  a  baby.”  Or,  “This 
bottlfe  warmer  works  by  electricity. 
It  automatically  heats  the  milk  to 
exactly  the  right  temperature.  It 
is  a  very  thoughtful  present  to  give 
any  mother  of  a  young  baby.” 

And  then  there  are  grand¬ 
mothers!  Some  grandmothers  are 
thrilled  with  every  new  idea  and 
device  for  insuring  Baby’s  well¬ 
being;  others  think  the  new-fangled 
ideas  are  all  nonsense.  To  avoid 
antagonizing  a  customer  needless¬ 
ly,  wait  until  you  have  had  a 
chance  to  size  her  up  before  you 
start  quoting  authorities  on  child 
care.  Instead  stay  on  safe  ground 
and  talk  quality— the  fineness  of 
fabric  and  workmanship,  the  deli¬ 
cate  hand  work,  etc.— until  you 
know  what  sort  of  customer  you 
have  to  deal  with. 

Fathers,  too,  come  into  your  de¬ 
partment.  The  department  store  is 
so  much  a  woman’s  field  that  only 
Christmas  and  family  emergencies 
seem  able  to  drive  men  into  it. 
When  you  see  a  father  shopping 
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E-Z  UNDERWEAR 

"for  Any  Child  of  Any  Age” 

E-Z  has  the  three  things  it  takes  to 
build  up  sales  — quality,  style  and  a 
reputation  built  up  by  years  of  steady 
advertising.  Select  E-Z  for  your 
children’s  underwear  department. 


E-Z  Shim  and  panties 
for  the  infants  and 
tiny  tots  —  pin  backs, 
tie  sides,  bands  and 
panties. 


Combination  pan¬ 
tie-suits;  pullover 
or  semi-open  front. 
Extra  panties  come 
separately. 


Waist  suits  for  boys 
and  girls,  with  the 
convenient  E-Z  elastic 
back  construction. 


■m 


E-Zsieepers  for  young 
boys  and  girls  — the 
best  for  comfort  and 
health. 


in  your  department,  you  may  be 
sure  he  feels  like  a  fish  out  of 
water.  Give  him  prompt  attention  I 
He  will  probably  expect  help  and 
advice  from  you.  Be  sure  to  let  him 
know  that  your  advice  is  not  just 
your  p>ersonal  opinion  but  that 
your  recommendations  are  based 
upon  information  obtained  by  your 
buyer  from  baby  sp>ecialists,  manu¬ 
facturers  and  other  qualified  au¬ 
thorities. 

IVhat  Price  Line  Shall  I  Show? 

In  most  departments  your  cus¬ 
tomer’s  [lersonal  appearance  is  a 
pretty  good  clue  to  the  price  range 
in  which  she  will  be  interested. 
Not  so  in  your  department!  The 
shabbiest  looking  customer  may 
buy  your  most  expensive  layette. 
Perhaps  she  will  deny  herself  a 
new  dress,  but  she  has  her  mind 
made  up  that  her  baby  is  going  to 
have  nothing  but  the  best. 

The  baby  merchandise  depart¬ 
ment  is  one  department  where  you 
need  not  hesitate  to  show  your 
nicest  merchandise  to  any  custom¬ 
er.  If  you’re  doubtful,  however, 
about  what  price  line  to  show,  it’s 
always  a  sound  idea  to  begin  with 
your  best  selling  price  line  and  to 
present  it  as  such.  “This  is  our 
best  selling  garment,’’  will  not 
antagonize  either  the  woman  who 
wants  a  much  better  grade  or  the 
woman  who  wants  something  a 
little  cheaper. 

Trading-up  is  especially  im- 
p>ortant  in  a  baby  department. 
Often  parents  do  not  understand 
the  quality  features  of  merchandise 
and  they  buy  too  cheap  a  grade 
for  true  economy.  You  are  really 
doing  a  service  to  them,  and  in¬ 
creasing  your  sales  at  the  same 
time,  when  you  show  parents  that 

BABY’S  FIRST  SHOES 
EVERLASTINGLY 
PRESERVED  I  rfW 


a  few  dollars  more  will  buy  more 
serviceable  merchandise.  Take  the 
trouble  to  ask  your  buyer,  and  to 
read  manufacturers’  leaflets  and 
labels  in  order  to  learn  what  each 
grade  of  merchandise  has  to  offer. 
Then  tell  your  customers  about  the 
extra  wear,  health,  or  comfort 
features  each  additional  dollar  will 
buy. 

Showing  the  Merchandise 

Don’t  be  above  putting  a  bit  of 
drama  into  your  selling  effort.  It’s 
fun— and  it  helps. 

You  can,  if  you  like,  pull  out  a 
drawer  full  of  dresses  and  proceed 
to  toss  one  after  another  on  the 
counter  for  your  customer  to  look 
at.  But  if  you’re  smart,  that’s  one 
thing  you’ll  never  do.  Instead, 
you’ll  dramatize  the  fineness  of  the 
dress  by  handling  it  with  the  ut¬ 
most  care  and  respect  while  show¬ 
ing  it.  Pick  it  up  daintily  with 
both  hands,  holding  it  at  the 
shoulders.  Hold  it  up  for  a 
moment  to  let  the  customer  see 
how  fine  the  material  is,  and  then 
carefully  place  it  on  your  counter 
so  that  she  may  inspect  it  closely. 

If  it’s  a  blanket  or  even  a  mat¬ 
tress  pad  you’re  showing,  work  on 
the  same  principle.  Set  each  article 
down  before  your  customer  as  care¬ 
fully  as  you  know  how,  and  she’ll 
have  more  respect  for  the  merchan¬ 
dise  you  show  her.  Slap  things 
down  on  the  counter  and  she’ll 
push  them  aside  as  not  good 
enough  for  her  baby. 

Remember,  however  trifling  the 
item  your  customer  is  buying,  she’s 
buying  it  for  her  baby  and  she 
wants  to  feel  that  it  is  of  good 
quality,  from  clean,  well  kept 
stocks.  Your  attitude  will  do  much 
(Continued  on  page  60) 


$395 


Ask  your  E-Z  distributor  for 
samples  and  prices,  or  write  us 
for  catalog. 

E-Z  MILLS,  Inc.,  57  Worth  St.,N.y. 


^  A  PAIR 

Mounted  on  Book-Ends 

Writ*  for  SAMPLES— 
DEALER  DISCOUNTS— 
SELLING  PLAN.  ETC. 


STANDARD  ^ 
BRONZE  CO. 

*27  W.  Lake  Stroot,  CHICAGO 
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KNIT  CRIB  BLANKET 
wins  Mother’s  Approval 

because  it  relieves  her  of  worry 
about  her  baby  being  safely  and 
comfortably  covered  all  night. 

"Neslings"  is  made  of  a  two-way-stretch 
fabric  that  allows  for  baby's  normal  physi¬ 
cal  activity.  This  knit  fabric  also  conserves 
body  heat  and  absorbs  moisture.  By  help¬ 
ing  to  keep  baby  comfortablo,  it  encour¬ 
ages  restful,  healthful  sleep. 

HELPS  PREVENT  THUMB-SUCKING 

Comfortable  roll  collar,  gives  plenty  of 
room  to  move,  yet  keeps  baby  from  getting 
the  blanket  over  the  head.  Adjustable  neck 
band  to  make  it  fit  any  baby. 

2 1 -inch  zipper  opening  facilitates  chang¬ 
ing  of  diapers. 

Muslin  insertions  hold  the  blankets  smooth, 
and  protect  tiny  arms  and  shoulders  from 
drafts.  Tapes  secure  the  blanket  to  the 
springs  and  hold  it  in  place.  Flaps  are 
tucked  under  ends  and  sides  of  mattress  for 
extra  protection. 

Two-way ‘stretch  triangular  panels  at  top 
and  bottom  allow  for  freedom  of  move¬ 
ment  of  arms  and  legs. 

MINNEAPOLIS  KNITTING  WORKS 

Minneapolis,  Minn. 


For  the  Saleslady 

(Continued  from  page  59) 


to  convince  her  that  the  quality 
and  cleanliness  of  your  merchan- 
dise  are  up  to  her  standards. 


Sell  Cleanliness 


Much  of  the  goods  you  sell  i$ 
packaged,  and  this  a  Grade  A  talk¬ 
ing  point  for  you.  Always  call 
your  customer’s  attention  to  this 
extra  protection  for  her  baby. 
Show  her  that  the  sealed  package 
preserves  the  factory  cleanness  of 
the  merchandise. 

Read  the  labels  on  the  packages 
in  your  stock  and  notice  that  many 
of  the  products  you  sell  have  been 
sterilized  and  pre-laundered,  or  in 
other  ways  made  extra  safe  fw 
Baby.  Make  a  habit  of  noticing 
these  things  and  of  pointing  them 
out  to  your  customer. 

Suggestion  Selling 

Few  departments  offer  so  many 
opportunities  for  added  sales 
through  suggestion  selling  as  the 
Baby  Department  does.  And  fevr 
customers  need  and  appreciate 
your  reminder  quite  so  much  as  the 
young  mothers  on  the  other  side 
of  your  counter. 

You  have  in  your  stock  every¬ 
thing  a  baby  needs  at  each  stage 
of  his  development.  Learn  to 
group  these  items  in  your  mind,  so 
that  when  a  customer  asks  for  one 
item  in  a  particular  group,  you 
will  be  ready  to  remind  her  about 
the  others.  For  example,  when  you 
sell  a  playpen,  you  should  remem¬ 
ber  that  a  mat  of  some  kind  is 
needed  on  the  bottom. 

When  you  sell  a  crib,  remind 
your  customer  also  about  a  mat¬ 
tress,  a  mattress  cover,  rubber  sheet¬ 
ing,  crib  sheets  and  blankets. 

When  you  sell  a  carriage,  suggest 
a  carriage  pillow,  a  carriage  cover,  j 
a  blanket,  a  bottle  holder,  water¬ 
proof  panties  and  a  carry-all  bs^. 

When  your  customer  buys  a; 
layette,  she  also  needs  a  box  wj 
wardrobe  for  the  baby’s  things,! 
bottles,  bottle  warmers,  sterilizers,  | 
lots  of  extra  safety  pins,  baby] 
toiletries,  a  can  for  the  baby’sl 
soiled  diaper  and  a  night  light.  | 

We  could  go  on  with  this  in*, 
definitely.  But'  it’s  much  better  if 
you  make  up  your  own  lists,  basei 
(Continued  on  page  62)  | 
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shoulders  lor  es  y 
changiuK.  3  ^  ^ 

$1.16  to  $1.25. 


r  jmOM  SBISTS.  No  ^.^dmETOSS. 

^  =2.^5  S=SS 


There  are  11 
reasons  why 

1.  Consumer  Preference 

2.  Unique  Patented  Features 

3.  Wide 

Assortments 

4.  Recognized  Quality 

5.  Nationally  Advertised 

6.  Fast  Turnover 

7.  Sustained  Mark-up 

8.  Minimum  Investment 

9.  Prompt  Fill-ins 

10.  S  implified  Buying 

1 1 .  Easy  Merchandising 


LEADING  STORES 
SAY: 


oJ^ 

ARE 

BEST  SELLERS 


fob  actios 


WITH 


time-saving 

CARTER'S' 


Baby  Land,  James  N.  Tapp  Co.,  Cnlumb 
E.  Paul  Behles  &  Associates, 


ADVERTISEMENT 


Let’s  Review  Crib  Mattresses 


Five  Years’  Effect  on  the  Product,  Buying 
Habits,  Importance  of  Sale  and  Store’s  Profits 


sanitary  reasons;  then,  the  recognition  by 
physicians  of  the  imptortance  of  better  crib 
mattresses  in  the  development  of  young 
bodies.  A  third  influencing  factor  was  to 
make  it  easier  for  mothers  to  keep  crib 
mattresses  in  a  clean,  sanitary  condition. 
Buying  habits  have  changed,  too.  The 
woman  who  buys  a  crib  mattress  today  is 
more  critical.  She  is  thinking  of  her  baby’s 
health  and  comfort.  She  buys  on  the  basis 
of  quality— not  price. 

.411  this  has  resulted  in  the  store’s  placing 
more  importance  on  crib  mattress  sales.  It 
gets  a  bigger  prof¬ 
it  and  does  a 
larger  volume  of 
business. 

Over  the  past  five 
years  one  far-see¬ 
ing  manufacturer 
has  been  out¬ 
standing  in  this 
field  —  the  makers 
of  Kantwet  Crib 


If  you  remem¬ 
ber  the  old 
fashioned  cof¬ 
fee  pot  as  com¬ 
pared  to  the 

- r— ^  t./V^ - -  modern  perco- 

lator  you  can 
r  make  an  ade- 

quate  compari- 

1936  1937  1936  1939  1940  SOn  with  the 

modern  crib 
mattress  and  its  soggy,  sagging  predecessor. 
This  Cinderella  of  infant  bedding  has 
moved  up  to  a  place  of  genuine  imptor- 
lance. 


Mattresses.  Today,  Kantwet  leads!  When 
a  customer  says:  “I  want  a  crib  mattress." 
she  really  means  that  she  is  looking  for 
an  assurance  of  comfort  for  her  baby.  She 
wants  a  mattress  that  will  provide  a  uni¬ 
formly  level,  firm  surface  that  will  help 
develop  a  straight,  sturdy  body  ...  a 
guaranteed  wetproof  mattress  that  will 
help  her  keep  baby’s  bed  sweet  and  clean 
—one  that  will  lighten  her  work  ...  a 
mattress  that’s  tufted  to  prevent  shifting 
of  the  inside  filling  and  the  consequent 
lumpiness  j  .  .  a  mattress  that  will  remain 
wetproof— the  surface  will  not  crack  or 
[>eel  and  yet  is  non-rubberized.  Kantwet 
is  the  on/y  nationally  advertised  crib  mat¬ 
tress  that  can  give  her  ALL  of  these  ad¬ 
vantages.  Point  them  out  to  her— and  the 
sale  is  made.  ROSE-DERRY  CO..  Newton. 
Mass.,  Makers  of  Kantwet.— Advertisement 


Only  five  years  ago  crib  mattresses  were 
considered  relatively  unimpwrtant— neg¬ 
lected  by  manufacturer,  store  and  cus¬ 
tomer.  To  the  manufacturer  it  was  a 
necessary  nuisance;  to  the  store  an  un¬ 
profitable  item  and  mothers  looked  up>on 
it  as  a  temporary  necessity. 

Since  1936  there  have  been  revolutionary 
changes.  First,  scientific  improvements  for 
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Promotions  That  Click 

(^Continued  from  page  53) 

One  method  of  keeping  interest 
high  during  a  week-long  event  is 
to  give  each  day  of  the  week  over 
to  a  special  section  of  the  depart¬ 
ment,  or  to  a  special  activity  of  the 
baby’s  day.  You  could,  for  instance, 
devote  one  day  to  the  bath— a 
demonstration  by  a  nurse,  and  a 
special  value  for  that  day  only  in 
bath  equipment,  towels,  toiletries. 
.\nother  day  could  be  devoted  to 
feeding,  with  demonstrations  and 
specials  on  bottles,  sterilizers,  feed¬ 
ing  dishes  and  baby  foods. 

Occasionally,  it’s  a  good  idea  to 
make  a  bid  for  the  father’s  interest. 
Run  a  lunch-hour  or  evening 
demonstration  sometime,  and  ad¬ 
dress  it  to  the  fathers.  Have  your 
nurse  explain  the  art  of  diapering, 
giving  the  bottle,  and  other  small 
tasks  that  would  be  delegated  to 
the  man  of  the  house  on  occasion. 
Incidentally,  such  a  demonstration 
is  particularly  good  for  moving 
gadgets  and  instruments  for  taking 
the  guesswork  out  of  baby  care. 
Without  benefit  of  an  automatic 
bottle  warmer  or  some  timing 
device,  the  average  father  (or  is 
it  just  those  I  know?)  is  likely  to 
make  the  milk  either  scalding  hot 
or  ice  cold. 

Still  another  device  for  keeping 
interest  high  in  your  department 
during  and  after  any  special  event 
is  to  offer  a  present  to  each  baby 
born  in  your  city  during  your 
baby  week— or,  if  you’re  in  a  large 
community,  to  the  first  twenty  or 
fifty  babies  born  after  the  opening 
of  your  sale. 

Such  an  offer  gives  you  a  chance 
to  make  the  announcement  before, 
after,  and  during  your  sale.  Na¬ 
turally,  you  will  require  the  father 
to  come  into  the  department  to 
show  the  birth  certificate  of  his 
entry.  Keep  the  rolls  open  for  two 
or  three  weeks,  to  give  every  con¬ 
testant  a  chance  to  register  his 


We*ve  Specialized  in  Infants’ 
and  Children’s  Underwear 
for  55  Years 

I'hroughout  these  years  leading  stores 
have  featured  Nazareth  infants’  and  chil¬ 
dren’s  underwear  as  their  popidar  priced 
leaders  for  every  season. 

Famous  for  quality  and  service.  Made  in 
a  wide  variety  of  styles  and  fabrics.  Naza¬ 
reth  infants’  shirts  packed  in  Cellophane. 
Infants’  and  Children’s  two-piece  suits 
with  covered  GRIPPERS.  Nazareth  sleep¬ 
ers  in  one  and  two-piece  styles.  Two- 
piece  styles  with  GRIPPERS  or  buttons. 
Many  other  styles  for  infants  and  for 
boys  and  girls  up  to  16.  Nationally  ad¬ 
vertised  to  millions  of  mothers. 

Ask  your  wholesaler 
NAZARETH  WAIST  CO. 

366  Broadway,  New  York 
MilU  at  Nazareth,  Pa. 


Nationally 

Advertised 

Since 

1931 


A  Big 
Seller  in 
Leading 
Stores 
from 
Coast 
to  Coast 


PLIOFILM 

COVER 

FURNISHED 

FREE 


Keeps  Your 
Display  Sample 
Clean 


IF  rite  for  Literature 

National  Production  Co. 

4569  ST.  JEAN  AVENl^E 
DETROIT,  MICH. 

Order  Direct  or  from'. 

Walker  Stetson  Co.,  Boston 
Paracon  Fum.  Co.,  N.  Y. 

Pe«  &  Hills,  Chicago 
Butler  Bros.,  Chicago 
L.  Rieber  &  Co.,  Phila. 

Wm.  Volker  &  Co.,  Kans.  City 
Paxton  &  Gallagher,  Omaha 
A.  E.  Kadner,  Los  Angeles 
Miller  Trading  Co.,  Detroit 
Buhl  Sons  Co.,  Detroit 
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Selling  More  Infant’s  Wear 

(Continued  from  page  45) 


emergencies,  the  cloth  diaper  will 
answer  many  purposes— to  throw 
over  the  baby’s  feet  when  he’s  out 
of  the  crib,  to  throw  over  the 
mother’s  shoulder  while  she’s  wait¬ 
ing  for  him  to  bring  up  a  bubble, 
to  use  as  a  bib,  towel,  or  emer¬ 
gency  substitute  for  any  other  piece 
of  equipment  that  isn’t  handy  at 
the  moment. 

One  sufcessful  store  keeps  a  lay¬ 
ette  assortment  on  display  at  the 
entrance  to  its  baby  department.  A 
50-piece  set  is  packed  into  a  pink 
basket  and  wrapped  in  cellophane. 
A  counter  card  alongside  carries 
details  as  to  the  price  of  the  assort¬ 
ment  and  lists  the  items  contained. 

A  livelier  sort  of  layette  display 
can  be  made  by  putting  a  nude 
baby  doll  into  a  basket  and  filling 
the  basket  with  packages  of  under¬ 
garments,  crib  sheets,  and  what 
have  you.  Still  another  popular 
layette  display  is  to  pin  all  the 
items  in  a  set  to  a  large  board,  and 
to  put  the  board  inside  a  window 
or  glass  display  case. 


Opportunities  to  do  something 
cute  and  whimsical  abound  in  the 
baby  department,  and  it’s  a  good 
idea  to  take  advantage  of  them. 
Baby  shoes  under  glass,  a  picture 
of  an  esp>ecially  cute  baby,  a  plaster 
angel  left  over  from  Christmas- 
even  a  nice,  old  fashioned  stork 
presiding  over  a  diaper  display, 
will  liven  matters  up  for  you. 

One  of  the  nicest  things  about 
doing  displays  for  a  baby  depart¬ 
ment  is  that  manikins  are  so  easily 
available.  If  all  else  fails,  you  can 
always  borrow  your  own  young¬ 
ster’s  doll  and  press  it  into  service 
as  a  model! 

Dolls  nowadays  are  so  well  ar¬ 
ticulated  that  they  can  be  used  to 
demonstrate  every  stage  of  baby’s 
progress  and  every  baby  activity. 
Using  dolls,  you  can  make  your 
displays  educational  as  well  as  cute. 
A  large  baby  doll  in  a  basket  can 
demonstrate  what  the  well-d.’ajjered 
baby  will  wear.  Other  dolls,  in  sun 
suits  and  overalls,  can  show  how 
babies  at  the  creeping  stage  should 


EASIER  TO  SELL — In  every  field  there  is  one  line 
which  is  easier  to  sell.  In  Baby  Walkers  it's  the  . . . 

TAYLOR-TOT 

■aby  Walkvr  -  Strollar  —  Ploy  Car 

THE  FRANK  F.  TAYLOR  CO.,  Norwood,  Cincinnati,  Ohio 


Baby  Shop— Harry  S.  Manchester,  Inc.,  MadiJ 


be  groomed.  A  parade  of  dolls  atop 
your  counters  and  stock  fixtures 
can  stage  a  fashion  show  for  you. 

They  take  so  little  room,  these 
dolls,  and  they  add  so  much  sparkle 
to  a  department,  that  you  should 
have  loads  of  them.  Keep  them  in 
good  condition,  change  their  cos¬ 
tumes  often,  and  place  them  in 
realistic  poses.  It’s  fun— and  good 
business.  Baby’s  things,  like 
mother’s  dresses,  look  much  better 
on  a  model  than  on  a  hanger! 


Baby  Specialties 

(Continued  from  page  51) 

shopper  who  planned  to  buy  some 
cute  trinket  for  his  newest  niece 
will  buy  the  little  lady  a  dress  and 
bonnet  for  good  measure.  Feature 
new  ideas  for  new  arrivals  at  your 
gift  counter,  and  watch  the  “just 
looking’’  customers  loosen  up! 

For  good  measure,  to  make  sure 
that  YOUR  store  is  headquarters 
for  baby  gifts  in  your  community, 
think  about  adding  a  gift  wrapping 
counter.  Not  just  free  gift  wrap¬ 
ping,  but  a  special  section  for 
swanky  gift  wraps,  at  15,  25,  40 
cents  or  more. 

Many  stores  have  found  that  a 
gift  wrap  service  of  this  kind  not 
only  pays  for  itself  but  also  brings 
customers  to  the  store  who  would 
not  otherwise  shop  there  for  gifts. 
One  large  store  makes  a  point  of 
putting  sample  gift  wraps  on  dis¬ 
play  at  every  counter,  together 
with  a  card  directing  customers  to 
the  gift  wrapping  center.  The 
sample  wraps  are  small  packages 
that  take  up  little  room,  but  add 
a  bright  note  to '  displays  of  less 
colorful  utilitarian  merchandise. 
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Operating  the 
Baby  Department 

(Continued  from  page  43) 

had  by  encouraging  them  to  use 
the  telephone  in  placing  their 
orders.  Provide  each  salesgirl  with 
a  business  card,  showing  your  tele¬ 
phone  number  and  extension 
number,  as  well  as  the  store  name 
and  the  girl’s  name.  See  that  these 
are  given  to  customers  freely. 

It’s  worth  while  to  see  that  your 
department’s  telephone  is  in  a 
quiet  spot,  or  in  a  booth,  where  a 
sale^irl  can  hear  easily  and  can 
have  a  place  to  sit  down  and  make 
legibile  notes  on  the  conversation. 
Telephone  selling  needs  poise  and 
patience,  and  it’s  hard  for  your 
girls  to  have  these  if  they  take  their 
calls  out  on  the  floor,  where  they 
can  neither  hear  nor  write  easily. 

An  important  help  in  telephone 
selling— and  in  all  other  baby 
merchandise  selling,  for  that  matter 
—is  a  check  list.  Make  up  a  re¬ 
minder  list  of  the  items  needed  for 
babies,  classified  according  to  pur¬ 
pose:  layette,  bath,  crib,  carriage, 
feeding,  etc.  Paste  a  copy  of  this 
list  to  the  wall  just  above  your 
telephone,  and  add  to  it  from  time 
to  time  a  note  of  specials  and  clear¬ 
ance  items  you  want  your  girls  to 
push. 

A  similar  check  list  can  be  used 
to  advantage  at  counters.  A  type¬ 
written  list  can  be  pasted  to  the 
glass  of  showcases,  where  sales¬ 
people  can  refer  to  it  readily.  Or 
you  can  follow  the  example  of  one 
successful  buyer  and  print  these 
reminder  lists  for  distribution  to 
customers. 

From  clean  displays  to  check  lists 
of  items  needed,  every  phase  of 
your  Baby  Department’s  operation 
must  be  keyed  to  one  fundamental 
idea:  to  build  sales  and  satisfaction 
by  making  it  easy  for  the  customer 
to  buy  everything  for  her  baby  in 
your  store.  Whether  she  comes  in 
once  a  week  or  once  a  year,  let 
customers  see  that  you  have  made 
it  your  business  to  eliminate  fatigue 
as  well  as  guesswork  from  the  job 
of  shopping  for  the  baby. 
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"FASTEST  MOVING 
ITEM  WE  SELL" 

...  say 

infants'  wear  buyers 


•  Inexpensive,  convenient,  sanitary,  Dennison  Baby- 
pad  Diaper  Liners  simplify  one  of  the  most  disagree¬ 
able  chores  connected  with  the  care  of  infants.  That’s 
why  the  demand  for  Babypads  is  growing  so  rapidly. 

Right  now,  compelling  consumer  advertising  in 
national  magazines  will  stimulate  and  spread  their 
popularity.  Properly  displayed  in  your  store,  this 
item  will  almost  sell  itself — and  there’s  a  nice  mark¬ 
up  profit  plus  a  steady  repeat  business  in  it  for  you. 
Order  now.  .  .  .  Dennison  Manufacturing  Company, 
Framingham,  Mass. 
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AMAZING  NEW  MAGAZINE  HELPS  SELL 


MORE  MERCHANDISE 


WANT  MORE  CUSTOMERS?  THEN  DONT  DELAY.  WRITE  BABY  TALK  TODAY. 


BABY  TALK  MAGAZINE.  426  Madison  Avenue,  N.y 


*  This  gift  magazine  increases  traffic  and  gets  new  customers — draws 
new  and  expectant  mothers  back  to  you  each  month — to  get  next 
month’s  free  issue  of  BABY  TALK. 

Now  on  exclusive  franchise  basis  in  over  75  cities — 125,000  readers 
monthly.  This  monthly  magazine  only  costs  you  a  few  pennies  per 
copy — including  your  own  Full  Page  Advertisement  on  Back  Cover. 
Tested  from  coast  to  coast  for  over  five  years  the  pulling  power  of 
BABY  TALK  cannot  be  doubted.  A  veritable  monthly  Manual  for 
your  baby  shop. 

Write  for  free  sample  copy  and  sales  promotion  kit  on  how  we  help 
yon  sell  more  merchandise  and  get  more  new  customers  each  month. 


•  EXCLUSIVE! 
IN  EACH  AREA. 

\ 

\  ' 


ngress  Has  Taxed  Women 
Compared  with  Men 


Woman 


Head 

Hair 


Hat  (if  fur  or  fur  trimmed)  . 

Oils,  Dyes.  Bleaches,  Dressings, 

Restoratives  . 

Powder,  Rouge,  Eye  Shadow,  Mascara, 
Eyebrow  Pencil,  Creams  and  Lotions. 

etc . 

.Lipsticks,  l.iners,  etc.  . 

■  Earrings  . . 

■  Necklaces  of  all  kinds . 

Fur  and  fur  trimmed  Scarfs . 

■  BrotKhes,  Pins  and  Clips . 

■  Bracelets  . 

.Manicure  preparations,  Polishes,  etc.  .  . 

Rings  .  . . 

Gloves  of  fur,  fur  trimmed  or  fur  lined 

■  Ornaments  . 

■  Belt  Buckles  . 

■  Fur  or  fur  trimmed . 

■  Fur  or  fur  trimmed . 

■  Shoe  Buckles  . . 

■  If  ornamented,  mounted  or  fitted  with 

precious  metals  or  imitations  . 


laps 

Ears 

Neck, 


Breast 

Wrists 

Hands 


Dress  .  . . 
\Vaist 
Ck)at  .  .  ■  ■ 
Muff  ■  ■  ■ 
Feet  ■  ■  ■  ■ 
Handbag 


Ca>mpact  ■  ■  ■ . , 
C;igarette  Case 
Umbrella  .  . . 
Luggage  ■■■■ 
Perfume  .  . .  . 

Sachet  . 

Bath  . 


Oils  and  Powders 


Head 

Hair 

Face 


Hat— unless  fur  cap . 

Oils,  Dyes  and  Restoratives 

Shaving  cream . 

Powder  and  Lotion . 

Rings  . 

Gloves  of  fur  or  fur  lined  ■  ■ 


NO  TAX 
...  10% 
NO  T\X 
....  10% 

■  ■..  10% 

10% 

NO  TAX 

Unless  fur  trimmed  or  lined .  NO  T.AX 

.  NO  TAX 

.  10% 

If  gold  or  silver  or  imitation .  10% 

If  gold  or  silver  or  imitation  belt  buckle  10% 

.  NO  T.\X 

.  10% 

If  gold  or  silver  or  imitation .  10% 

■  If  ornamented,  mounted  or  fitted  W'ith 
precious  metal  or  imitation .  10% 


Hands 


Suit  . 

Coat . 

Ties  . 

Watch  and  Chain 

Cuff  Links  . 

Belt  . 

Suspenders  . 

Luggage  . 

Cigarette  Case  . . 
Cane  . 


Note:  These  lists  are  not  complete.  They  are  intended 
merely  to  indicate  a  general  trend  in  excise  taxes. 
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Needlecraft  Bureau  Extends  Its  Campaign 
to  Promote  Home  Sewing 

By  Sally  Dickson,  President,  National  Needlecraft  Bureau 


NINETY-SEVEN  per  cent  of 
the  women  in  the  United 
States  sew.  Fifty  per  cent 
actually  make  clothes  for  them¬ 
selves  and  their  families.  This 
represents  a  market  of  approxi¬ 
mately  17,000,000  women  who 
regularly  are  on  the  search  for  new 
sewing  ideas,  and  who  buy  fabrics, 
patterns,  notions,  and  findings. 

In  spite  of  the  fabulous  dollar 
volume  that  this  present  sewing 
market  already  represents,  retailers 
can  look  for  a  sharp  up-swing  in 
their  piece  goods,  notions  and  pat¬ 
tern  sales— an  increase  that  is  deep- 
rooted  and  here  to  stay.  Already 
stores  throughout  the  country  have 
repiorted  sales  increases  in  their 
sewing  departments  ranging  from 
10%  to  100%.  The  growth  will 
continue— for  many  basic  reasons. 

Wartime  is  Sewing  Time 

Perhaps  the  most  imj>ortant  rea¬ 
son  for  the  marked  increase  in 
home  sewing  that  the  nation  is 
currently  experiencing  lies  in  the 
defense  movement.  In  times  of 
stress,  women  have  always  turned 
to  their  needles,  as  evidenced  dur¬ 
ing  the  French  Revolution,  Ameri¬ 
ca’s  War  for  Independence,  and  the 
Civil  War.  In  the  present  conflict 
it  has  already  been  evidenced  by 
the  vast  numbers  of  garments  that 
have  been  sewn  by  American 
women  and  sent  to  the  war-torn 
countries.  One  project  alone,  spon¬ 
sored  by  the  National  Needle¬ 
craft  Bureau  in  March,  has  already 
resulted  in  almost  half  a  million 
home-sewn  garments— garments  for 
which  the  women  making  them 
bought  their  own  patterns,  mate¬ 
rials,  and  findings.  All  this,  in 
addition  to  the  endless  sewing  that 
is  being  done  in  Red  Cross  work¬ 
rooms,  by  thousands  of  clubs, 
churches,  and  relief  organizations! 

Through  their  war  relief  work, 
hundreds  of  thousands  of  women 
who  never  sewed  before  are  learn¬ 
ing  the  comforts,  the  pleasures,  the 


economies— even  the  luxuries— they 
gain  through  sewing.  That  influ¬ 
ence  will  carry  over  far  beyond  the 
“duration”.  It  is  up  to  retailers  to 
realize  that  now  is  the  time  to 
strike— “while  the  iron  is  hot”— to 
capture  and  maintain  a  brand-new 
dollar  volume  market  that  is  de¬ 
veloping  day  by  day.  They  can 
maintain  it  in  addition  to  the 
market  our  present  17,000,000 
home  sewers  now  provide!  They 
can  bring  the  piece  goods  depart¬ 
ment  into  its  own  again! 

Many  other  important  factors 
also  contribute  to  the  growth  of 
the  home-sewing  trend.  First, 
manufacturers  have  done  an  excel¬ 
lent  job  of  reaching  young  con¬ 
sumers  in  recent  years— reaching 
them  with  educational  material 
that  has  made  them  want  to  sew. 
A  whole  new  market  has  been  de¬ 
veloped  in  the  process.  Schools, 
4-H  Clubs,  Home  Demonstration 
Agents,  W.P.A.  home  projects,  and 
so  on,  have  all  played  an  import¬ 
ant,  intelligent  part  in  this  edu¬ 
cational  movement,  aimed  at  creat¬ 
ing  a  desire  to  sew  in  the  younger 
generation.  It’s  a  youth  movement 
that’s  paying  dividends! 

Other  fundamental  reasons  for 
America’s  ever-increasing  sewing 


Sally  Dickson 


activity  can  be  found  in  the  im¬ 
provement  of  new,  synthetic 
fabrics,  with  their  low  costs  per 
yard;  the  ease-of-handling  that 
comes  with  modern  dress  patterns; 
the  smartness  of  the  new  patterns; 
and  a  keener  appreciation  on  the 
part  of  the  American  woman  for 
the  individuality  and  the  correct 
fit  that  results  from  making  her 
own  clothes. 

No  matter  what  the  explanation, 
the  sewing  habit  is  now  well-estab¬ 
lished,  and  it  is  up  to  manufac¬ 
turers  and  retailers  in  the  industry 
to  keep  it  at  its  peak.  Women  like 
to  sew.  It  is  considered  smart  to 
sew,  and  a  woman  who  can  make 
her  own  clothes  is  envied  and  ad¬ 
mired.  The  retail  industry  can 
keep  this  condition  alive. 

Sew  and  Save  Week 

Three  and  a  half  years  ago  the 
National  Needlecraft  Bureau  was 
established  as  a  promotional  or¬ 
ganization  to  serve  the  sewing  in¬ 
dustry.  Its  purpose  was  to  influ¬ 
ence  more  women  to  sew— and  to 
develop  and  carry  to  retailers  ideas 
that  would  help  them  present  their 
sewing  departments  intelligently, 
attractively,  effectively  and  profit¬ 
ably  to  their  own  customers. 

Foremost  among  its  activities  is 
the  annual  promotion  of  National 
Sew  and  Save  Week.  Scheduled 
each  year  for  the  end  of  February 
or  the  first  of  March,  the  start  of 
the  Spring  sewing  season.  Sew  and 
Save  Week  is  a  coordinated  piece 
goods,  patterns,  and  notions  pro¬ 
motion  aimed  at  stimulating  home- 
sewing  sales  and  interest. 

Indicating  the  increasing  value 
of  Sew  and  Save  Week  to  the  retail 
trade,  84%  more  stores  supported 
the  promotion  in  1941  than  in  the 
previous  year.  The  number  of 
large  department  stores  featuring 
the  Week  more  than  doubled  that 
of  any  previous  year.  Sales  in¬ 
creases  reported  to  the  Bureau  by 
these  stores  through  a  question- 


68 


The  Bulletin  of  the  National  Retail  Dry  Goods  Association 


October,  1941 


How  Does  a  Woman  Buy  a  Dress? 


naire  circulated  at  the  end  o£  the 
promotion  dramatically  testified  to 
the  effectiveness  of  the  campaign. 

In  their  piece  goods  departments, 
54%  of  the  stores  reported  sales 
increases  ranging  from  5  to  20%. 
Eleven  per  cent  of  the  stores  re¬ 
ported  sales  increases  of  from  20 
to  35%;  4%  reported  increases  of 
from  35  to  50%;  and  4%  reported 
sales  increases  of  over  50%.  Pat¬ 
tern  department  gains  ran  the  same 
comparative  scale,  while  in  the 
notions  departments  77%  of  all 
stores  reported  sales  increases  rang¬ 
ing  from  5  to  20%,  with  3%  of 
the  stores  showing  sales  gains  of 
over  50%  in  this  department.  The 
fact  that  these  gains  were  accom¬ 
plished  during  February,  notori¬ 
ously  the  weakest  month  of  the 
year,  points  to  the  popular  appeal 
of  the  campaign. 

All  participating  stores  made  ex¬ 
cellent  use  of  the  free  display 
material  provided  by  the  Needle- 
craft  Bureau,  both  in  taeir  win¬ 
dows  and  within  the  departments, 
and  gave  unprecedented  supp>ort 
to  the  week  by  extensive  advertis¬ 
ing.  Specific  brand  names  of  fabrics, 
notions  and  patterns  were  used  in 
most  of  the  retail  advertisements, 
with  the  result  that  the  stores 
moved  stocks  that  were  profitable. 
Many  imp>ortant  stores  featured 
special  activity  and  customer  ser¬ 
vices  during  the  week,  including 
dress-making  contests,  free  sewing 
instructions,  free  cutting  room 
services,  free  consultations  with 
dress-making  authorities  and  repre¬ 
sentatives  of  pattern  companies, 
and  so  on. 

1942  Dates  February  21-28 

Equally  important  to  the  success 
of  the  campaign  was  the  lively  con¬ 
sumer  activity  developed  by  the 
Bureau.  Dramatic  national  pub¬ 
licity  released  to  newspapers,  press 
associations,  magazines,  and  radio 
resulted  in  thousands  of  clippings 
and  articles,  all  stressing  the  im¬ 
portance  of  home-sewing.  Contact 
with  women’s  clubs,  with  profes¬ 
sional  sewers,  and  with  schools  and 
colleges  all  made  Sew  and  Save 
Week  an  anticipated  date  on  the 
part  of  the  home  sewer.  The  pro¬ 
gram  will  be  repeated  this  year, 
February  21  to  28,  and  it  is  urged 
that  a\\  retailers  get  behind  it. 

{Continued  on  page  86) 


The  results  of  a  nation-wide, 
door-to-door  survey  among 
women  in  70  cities  in  all  sec¬ 
tions  of  the  country  regarding 
dress  buying  habits  and  opinions, 
it  was  made  known  by  the  New 
York  Dress  Institute,  disclosed, 
among  other  things,  that: 

The  average  American  woman 
living  in  cities  and  towns  buys 
annually  only  three  dresses 
(retailing  above  §1.70). 

Women  have  a  preference 
voted  10  to  1  for  a  New  York 
designed  dress  and  15  to  1  for 
a  dress  made  in  Netv  York 
City. 

More  w’omen  (19  per  cent) 
“usually  wear”  a  size  16  dress 
than  any  other. 

The  announcement  further 
states:  “When  asked  ‘Have  you 
noticed  any  style  differences  be¬ 
tween  dresses  this  Spring  (1941) 
and  last  Spring?’,  more  than  one- 
third  of  the  women  said  they  had 
noticed  no  style  changes  while  62 
per  cent  had  noticed  some.  Princi¬ 
pal  changes  noticed  were:  shorter 
skirts,  35  per  cent;  fuller,  wider 
skirts,  28  per  cent;  waistline 


changed,  15  per  cent;  shoulder  line 
changed,  15  i>er  cent.  Women  in 
the  upper  middle  income  class 
(§2,000  to  §4,000  annually)  noticed 
more  changes  than  did  their  sisters 
in  the  higher  and  lower  income 
brackets,  it  was  shown. 

“In  answer  to  questions,  ‘What 
are  you  willing  to  pay  for  a  dress 
you  wear  around  the  house,  for  a 
dress  you  wear  to  market,  for  an 
afternoon  dress,  an  informal  even¬ 
ing  dress,  and  a  formal  evening 
dress?”  it  was  found  that: 

“Half  of  U.  S.  women  want  to 
pay  §2  or  less  for  a  house  dress; 
one-fifth  of  them,  §2  to  §3;  and 
about  one-tenth,  §3  to  $4;  average 
$2. 

“About  one-fourth  want  to  pay 
S2  or  less  for  a  marketing  dress; 
about  one-fifth,  §2  to  §3;  15  per 
cent,  §3  to  $4  and  12  per  cent  §4 
to  S5;  average  §3  to  §4. 

“In  the  afternoon  dress  sections, 
13  per  cent  of  all  women  expect  to 
pay  §4  to  §5;  11  per  cent  will  pay 
§9  to  §11  for  these  dresses  and  10 
per  cent  will  pay  only  $3  to  §4; 
average  §6  to  §7. 

“For  an  informal  evening  dress, 
the  largest  group  of  women— 19  per 
(Continued  on  page  82) 


New  York  Dress  Institute  Offices 


Features  of  the  lounge  of  the  New  York  Dress  Institute  offices  on  the 
40th  floor  of  1450  Broadway  are  two  mirror  screens  each  with  60  panels 
depicting  the  history  of  American  dress  fashions.  On  each  panel  is  etched 
the  outline  of  a  prominent  lady  of  each  period  beginning  in  1620  and 
continuing,  at  about  10  year  intervals,  to  the  present. 
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Second  Fashion  Preference  Poll 
Produces  ^Preferred”  Suit  and  Blouse 

Women  vote  for  classic  jacket,  slightly  draped;  like  both  flared 
and  multi-pleated  skirts;  ask  for  long-sleeved,  tailored,  washable 
blouse  with  convertible  neckline.  Suit  is  developed  in  solid 


winter  pastels  and 


The  mix-match  possibilities  of 
the  new  N.R.D.G.A.  Fawcett 
Fashion  Preference  Poll  Suit 
and  the  blouse  designed  to  go  with 
it  are  dramatically  illustrated  in 
the  accompanying  photos. 

52.7%  of  the  women  questioned 
designated  that  their  preference 
was  for  a  jacket  conforming  to  the 
tailored,  three  button  classic  de¬ 
sign.  41.3%  wanted  the  same  type 
jacket  with  a  bit  of  softness  added. 
The  result,  as  illustrated,  combines 
these  preferences;  the  classic  jacket 


SoIid<olor  jacket  combined  with 
plaid  skirt.  Both  are  100%  wool. 


in  two  plaids,  blouse  in 


with  the  softening  influence  of 
slight  fitting  and  draping  through 
the  midriff. 

First  fashion  preference  in  skirt 
design  went  to  the  flared  style; 
53.5%  being  the  total  on  this  ques¬ 
tion.  Second  place,  43.9%,  pre¬ 
ferred  the  multi-pleated  skirt.  Be¬ 
cause  the  fashion  significance  of 
both  these  styles  is  equally  impor¬ 
tant,  we  have  given  the  American 
woman  the  opportunity  of  having 
both  types;  the  flared  skirt  in  solid 
color  to  match  the  jacket,  the 
pleated  skirt  in  a  smart  new  plaid 
that  accents  the  color  of  the  jacket. 

Both  skirts  and  the  jacket  are  of 
100%  wool,  beautifully  tailored, 
and  come  in  the  new'  winter  pastels 
so  desirable  under  dark  winter 
coats  or  fur  coats.  Maize,  white 
pepper,  toast  and  blue  comprise 
the  color  range.  There  are  two 
plaids;  one  in  which  the  blue  is  the 
dominant  tone,  the  other  empha¬ 
sizing  yellow.  Both  plaids  har¬ 
monize  with  each  color  jacket. 

The  flared  skirt  has  double 
stitched  gores.  Center  of  each  gore 
is  pressed  to  a  knife  edge  which 
gives  a  very  new  and  distinguishing 
note.  The  pleated  skirt  follows  the 
Molyneux  tyf)e  of  pleating. 

Skirts,  $3.75  each.  Jacket,  $4.75. 

The  Poll  blouse  is  a  strict  inter¬ 
pretation  of  the  f)oll  results.  Tail¬ 
ored  (61%)  ,  long  sleeves  (58.7%) 
with  French  cuffs,  convertible  neck¬ 
line  with  new  long  pointed  collar, 
generous  length,  washable,  of 
course  and  white  (80.8%) .  How¬ 
ever,  the  blouse  is  also  being  cut 
in  colors  to  match  the  tweed  tones 
of  the  suit.  Rayon  crepe,  guaran¬ 
teed  washable,  the  blouse  is  priced 


white  and  colors. 


at  $22.50  |>er  dozen. 

These  second  Poll  garments  will 
be  featured  editorially  in  the 
Fawcett  magazines.  Screen  Life  and 
Hollywood.  The  editorial  pages 
will  also  include  a  facsimile  of  the 
N.R.D.G.A.  Fawcett  Fashion  Pre¬ 
ference  ‘  Poll  tag  that  will  appear 
on  every  Poll  garment.  Editorial 
tear  sheets  may  be  had  for  store 
use  and  display  by  writing  to  the 
Fawcett  Publications,  1501  Broad¬ 
way,  N.  Y.  C.,  attention  of  the  Fash¬ 
ion  Editor,  Catherine  Roberts. 


Blouse  in  rayon,  crepe,  long-sleeved, 
washable;  deeply  pointed  collar. 
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Go^iieti — — Notion^ 

By  Pearl  Berry 


Survey  of  the  Fall  Picture  in  Foundation  Garments 


IF  early  fall  promotions  of  foun¬ 
dation  garments  is  indicative 
of  what  is  to  come  for  the  rest 
of  the  season  we  can  easily  say  that 
junior  garments  are  in  for  a  big 
play.  While  the  college  girl  came 
in  for  a  goodly  share  of  notice, 
most  promotion  was  just  frankly 
“junior.”  New  junior  bars  and  de¬ 
partments  or  sections  have  been 
opened  in  stores  and  shops 
throughout  the  country,  some  with 
fanfare  and  others  with  sedate  pres¬ 
entations  of  flowers.  It  really  looks 
as  if  stores  in  general  are  recogniz¬ 
ing  that  it  is  as  imp>ortant  to  have 
a  junior  corset  division  in  founda¬ 
tions  as  it  is  to  have  a  junior  divi¬ 
sion  in  dress  departments.  This 
column  feels  pretty  good  about  the 
whole  thing,  because  it  has  been 
talking  quite  some  “from  way  back 
when”  about  stores  putting  in  a 
bid  in  a  big  way  for  “young”  busi¬ 
ness. 

The  Basic  Figure 

Further  proving  that  corset  de¬ 
signers  are  doing  a  grand  job  of 
molding  the  human  form  into 
natural  lines  that  will  fit  into  the 
mood  of  any  dress  fashion  whim 
within  reason,  is  the  fact  that  the 
demand  for  sleek  hips  this  fall 
finds  foundations  are  giving  all  the 
hip  and  thigh  control  that  could 
be  exjjected  of  them.  That  narrow- 
skirted-flat-back  look  even  though 
there  may  be  peplums,  front  drapes 
and  trimmings  to  give  a  suit  look 
to  dresses,  demands  a  streamlined 
basis  which  no  uncorseted  figure 
can  give  no  matter  how  slim  a 
woman  may  be.  The  slightest  hint 
of  a  muscular  movement  under 
that  newest  of  the  new  silhouettes 
spells  ruin  in  this  season’s  high 
fashion.  One  of  our  finest  57  th 
Street  shops  recently  featured  tea 
gowns  with  molded  lines  in  their 
windows,  each  window  with  one 
tea  gown  and  one  foundation. 
Though  the  foundations  were  of 
light  construction,  the  message  was 
there  that  some  molding  is  neces- 


Two  of  our  favorite  Treo  foundations— tliat  do 
handsome  and  shapely  things  under  our  beautiful 
clothes.  The  Treo  with  the  satin  petal  tone  is  fa 
mous  for  its  low  cut,  but  uplifting  bustline,  and 
the  concave  cut  of  the  front  panel.  Peul  pink,  ^25. 
The  dark  strategy  of  our  cockle-shdi<mbroidettd 
foundation  is  famous  for  its  high  carefully  engi¬ 
neered  bustline  and  the  especially  narrow  waist.  To 
wear  in  black  under  your  dark  clothes,  fiy  Also 
in  petal  pink,  white  or  blue. 

Cmtet  Deptrtmtmt^Tnd 

ON  TMC  riAZA  •  NIW  VOlt 

BERGDORF 

GOODMAN 

STN  AVINUl  At  SITN  fllllf 


Charm  and  facEual  defail  combine  in 

fhis  specially  shop  ad. 

sary  for  the  smart  “woman  at 
home.”  Bonwit  Teller  recently 
headlined  knit  dresses  with  an  ac¬ 
companying  corset  ad  captioned 
“For  the  well-knit  figure.”  Nice  go¬ 
ing  that. 

Nylon  Popularity 

Nylon  is  becoming  an  increasing¬ 
ly  important  factor  in  corset  de¬ 
partment  promotions.  First  we 
had  its  general  acceptance  in  bras¬ 
sieres  when  the  easy  washing  and 
quick  drying  qualities  were  stressed. 
Then  came  girdles  and  foundations 
of  this  fabric  for  boneless  types, 
and  now  we  find  acceptance  of  this 
light  weight  material  with  boning 


is  being  appreciated  by  the  heavier 
woman.  Practically  nothing  in  the 
hand,  it  took  some  selling  on  the 
part  of  fitters  to  get  the  fuller  fig. 
ure  to  try  on  garments  of  nylon. 
But  we  hear  of  many  satisfied  large 
type  customers  this  season  who  are 
taking  new  interest  in  their  founda¬ 
tions  because  they  can  take  pride 
in  the  daintiness  of  what  they  are 
wearing. 

Color  Promotions 

Though  color  is  not  playing  an 
important  role  in  corset  promotions 
this  season,  we  occasionally  see  here 
and  there  some  effort  to  put  color 
glamour  into  advertising  and  dis¬ 
play.  Black  corsets  have  been  given 
some  attention  by  tying  them  in 
with  black  evening  dresses.  Lord  & 
Taylor  used  sketches  of  black  gar¬ 
ments  in  a  corset  ad,  but  obviously 
it  was  to  get  attention  because  the 
ad  did  not  particularly  stress  the 
color.  Their  caption  read,  “Copy 
the  cat— naturally  supple,  sleek, 
beautifully  poised,  in  corseting  that 
moves  with  your  muscles.”  A  Sia¬ 
mese  cat  poised  on  the  arm  of  the 
sketched  figure  carried  out  the 
black  shading  in  the  layout.  “Ed¬ 
wardian  Beige”  was  introduced  by 
Franklin  Simon  as  an  exclusive 
with  them  which  they  described  as 
a  “rich,  antique  cream  color," 
Some  blue,  occasional  prints  and 
here  and  there  shantung  is  being 
featured  but  mostly  these  promo¬ 
tional  efforts  have  been  of  the  in¬ 
stitutional  type. 

Christmas  Corsets 

We  hear  that  the  Christmas- 
through  New  Year  period  in  cor¬ 
set  departments  will  get  more  at¬ 
tention  this  year  in  high  style 
stores.  Stores  tell  us  that  they  be¬ 
lieve  women  will  be  more  clothes 
conscious  over  the  holidays  than 
usual  because  many  boys  will  be 
coming  home  from  camps  and  the 
festive  spirit  will  run  a  new  high- 
It  is  thought  that  displays  and  ad- 
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vertising  of  smooth  hipped  day  and 
evening  dresses  showing  the  right 
foundations  for  them  would  merit 
promotional  effort.  Boxed  nylon 
bras  will  be  a  special  gift  item  for 
holiday  promotion  and  matching 
sets  of  bras  and  garter  belts  mono- 
grammed  will  be  a  new  item. 
Monograms  in  monotone  or  pastel 
on  peach  and  white,  and  color  on 
black  will  be  offered,  we  hear.  Why 
not  college  emblems  embroidered 
or  stamped  on  bras  and  pantie 
girdles  for  gift  items? 

Of  course  we  begin  to  think  of 
the  advisability  of  gift  certificates 
at  this  time  in  connection  with 
holiday  business  in  corset  depart¬ 
ments.  Few  stores  have  believed 
there  would  be  sufficient  return  for 
the  cost  of  such  a  promotion,  but 
it  is  always  a  thought  to  toy  with 
each  gift  season. 

More  on  Openings 

Confidence  is  being  expressed  by 
corset  manufacturers  that  the  open¬ 
ings  scheduled  for  the  first  in  De¬ 
cember  will  be  a  success.  We  hear 
that  many  buyers  have  told  their 
sources  of  supply  that  they  will  be 
in  the  market  during  that  time  and 
will  get  confirmation  through  as 
early  as  possible  to  assist  in  the 
matter  of  delivery  dates.  A  few 
buyers  are  reported  as  stating  that 
they  prefer  to  come  to  market  in 


AHention-geUing  sketch,  hard  facts 
in  the  copy. 


January  taking  their  chances  on 
delivery.  We  do  not  personally 
know  of  any  who  feel  that  way.  In 
fact  we  do  know  some  buyers  who 
found  themselves  inconvenienced 
last  season  because  orders  were  not 
placed  early,  who  definitely  state 


they  will  not  be  caught  that  way 
this  season. 

Manufacturers  have  expressed 
the  wish  to  us  that  buyers  cooper¬ 
ate  particularly  on  staple  numbers 
they  know  for  a  certainty  they  will 
have  to  stock.  None  wish  to  see 
buyers  go  one  bit  beyond  reason¬ 
able  anticipation  on  high  style  or 
novelties.  “No  speculation”  say 
manufacturers.  “The  splendid  con¬ 
dition  existing  in  corset  depart¬ 
ments  today  was  not  brought  about 
by  such  tactics  and  we  do  not  want 
to  see  it  begin  now.”  “Buy  normal¬ 
ly”  they  urge,  “and  buy  early.” 

Manufacturers  have  expressed 
the  hope  that  retail  buyers  will  pay 
special  attention  to  the  promotion¬ 
al  helps  which  will  be  planned  for 
them  for  the  Spring  and  Summer 
season.  It  is  pointed  out  that  the 
early  opening  will  allow  more  time 
for  planning  ahead  on  merchandis¬ 
ing  corset  departments  and  for  co¬ 
ordinating  the  selling  of  corsets 
and  ready-to-wear.  We  hear  from 
some  manufacturers  that  the  new 
season  may  see  changes  in  the  pro¬ 
motional  material  which  buyers 
will  receive  from  their  sources  of 
supply.  More  concentration  re¬ 
ports  say,  on  direct  helps  and  less 
money  spent  on  elaborate  broad¬ 
sides  advertising  lines  by  mail.  It 
is  expected  the  usual  advertising 
will  be  continued. 


Christmas  Hosiery  Prospects  Still  Uncertain 


Buyers  tell  us  that  they  feel 
that  they  are  covered  for 
Christmas  business  by  stocks 
that  are  reasonably  satisfactory  pro¬ 
viding  no  unforeseen  demand 
arises.  Up  to  this  writing  we  note 
that  advertising  has  stepped  up  the 
promotion  of  the  wearing  qualities 
and  beauty  of  the  hose  offered, 
rather  than  pushing  quantities 
available.  Commendable  surely. 
And  it  is  to  be  hoped  as  the  holi¬ 
day  season  nears,  more  and  more 
hosiery  promotions  stress  quality 
of  stocks  rather  than  quantity. 

No  one  in  authority  in  the  ho¬ 
siery  industry  seems  willing  to  con¬ 
jecture  on  what  we  may  expect  of 
production  in  December.  Little 
change  is  reported  for  the  future 
from  what  these  columns  con¬ 
tained  in  the  September  issue  of 
The  Bulletin.  Uncertainty  con- 
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tinues  on  yarns  and  a  round  of  the 
market  reminds  us  of,  “if  we  had 
some  eggs  we  could  have  some  ham 
and  eggs  if  we  had  some  ham.”  In 
other  words  we  hear  that  there 
still  is  not  enough  yarns  to  test 
practically  many  of  the  new  con¬ 
structions  of  silk  substitute  yarns 
for  mass  production  “if”  and 
“when”  such  yarns  are  available  in 
sufficient  quantities  for  unlimited 
distribution.  Manufacturers  in¬ 
dividually  and  through  the  Nation¬ 
al  Association  of  Hosiery  Manufac¬ 
turers  are  doing  all  in  their  p>ower 
to  get  sufficient  allocations  of  yarns 
to  put  mills  up  to  working  capacity 
on  substitutes,  but  at  this  writing 
they  can  only  express  optimism 
that  Washington  may  see  a  way  to 
relieve  the  strain  now  felt  through¬ 
out  the  industry. 

As  far  as  talk  on  trade  relations 


being  resumed  with  Japan  and  silk 
may  again  be  imported  to  this 
country,  all  agree  that  if  silk  should 
be  brought  in,  it  would  be  a  matter 
of  months  before  it  would  reach 
our  shores,  and  whether  the  yarn 
would  then  be  allocated  to  indus¬ 
try  or  defense  or  divided  is  some¬ 
thing  for  the  future  to  determine. 
We  are  advised  to  look  to  substi¬ 
tutes  in  tomorrow’s  hosiery  pic¬ 
ture. 

Meeting  Christmas  Puzzle 

“How  are  you  planning  to  real¬ 
ize  Christmas  business  figures  in 
your  hosiery  department  this  year?” 
That  is  the  question  we  asked 
some  of  our  leading  hosiery  buyers 
this  month.  We  got  some  broad 
grins  etc.,  but  what  we  liked  best 
of  all  was  an  answer,  we  got  from 
a  representative  of  a  group  of 
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large  stores;  he  said  “VVe  are  going 
to  merchandise  the  customer  this 
season  instead  of  the  department.” 
Upside  down  reasoning  we  at  first 
thought  in  view  of  existing  condi¬ 
tions  in  the  hosiery  industry.  But 
no.  Maybe  they’re  got  something. 
I'hey  tell  us  they  are  going  to  go 
on  the  premise  that  you  can  please 
some  of  the  |>eople  all  of  the  time, 
if  you  are  sufficiently  interested  in 
them.  “But,”  they  claim,  “to  try  to 
spread  our  stocks  over  a  multitude 
of  Xmas  shoppers  this  year  would 
probably  mean  that  our  old  cus¬ 
tomers  would  be  disappointed,  our 
standards  weakened  and  the  store 
in  general  might  suffer.” 

So  they  plan,  they  say,  to  pro¬ 
mote  available  stocks  to  specific 
tyjjes  of  their  regular  customers 
with  the  hof>e  that  the  sincerity 
shown  will  be  appreciated.  In  this 
way,  they  add,  hosiery  departments 
can  build  up  a  following  many 
have  dreamed  of  in  the  past.  But 
no  situation  ever  offered  so  great 
an  opp>ortunity  for  retailers  to 
show  what  direct  coop>eration  they 
could  give  customers  on  one  of 
fashions  most  style  important  and 
physically  essential  accessories. 

Fashion  Appeals 

The  one-color  fashion  which 
style  stores  are  promoting  is  bring¬ 
ing  colored  hosiery  into  promi¬ 
nence.  One  volume  store  features 
this  fashion  as  “Monotone  without 
Monotony.”  These  are  dark  shades 
and  black  and,  of  course,  they  are 
very  sheer.  Dark  brown  is  promi¬ 
nent  in  displays  and  so  is  wine. 
Occasionally  we  see  dark  green.- 
Blacks  are  displayed  with  black 
costumes  and  the  hose  is  often  of 
mesh  or  lace  types,  clocked  or  lace 
trimmed  and  run  into  the  high 
price  bracket.  Black  stcx:kings  with 
black  velvet  shoes  are  displayed  in 
counter  showcases.  A  beautiful  dis¬ 
play  in  a  corner  case  of  just  one 
really  neutral  colored  net  stocking 
nicely  lighted  had  a  small  card 
which  read  “For  Luxury  Nites” 
and  a  single  large  artificial  rose  at 
the  toe  of  the  stocking  was  the  most 
arresting  display  we  saw  this  past 
month.  We  hear  women  are  liking 
the  new  neutrals  which  live  up  to 
the  name  and  do  not  have  a  rose, 
copper  or  any  other  cast  of  color. 

We  hear  of  a  store  which  has  a 
stock  of  10  thread  stretch-top  all 
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Bast's  "limits"  tha  customar  to  6 
dozan  pairs. 

silk  stockings  they  will  offer  for 
Christmas  selling.  Novelties  and 
lisles  are  to  receive  more  promo¬ 
tion  this  season  than  ever  before, 
we  are  told.  Some  of  this  promo¬ 
tion  will  be  inter-departmental 
early  in  the  gift  buying  pieriod. 


Wools  and  lisles  with  coarse  grain¬ 
ed  handbags,  sport  accessories, 
sweater  departments,  etc.,  in  their 
respective  departments.  Shoe  socb 
with  dormitory  wear  and  ski-skate 
clothes.  For  the  promotion  of 
smart  town  and  country  lisles,  some 
arrangment  could  be  made  with 
the  salespeople  in  suit  department 
to  suggest  to  customers  that  they 
stop  at  the  hosiery  department  to 
see  the  new  lisles  designed  for  wear 
with  the  customers  new  suit. 

Quite  a  number  of  single  weltt 
are  being  put  into  lisles  and  cot¬ 
tons  with  more  success  than  was 
experienced  in  early  experimenta¬ 
tion,  reports  say.  Since  a  woman’s 
first  impression  of  a  stocking  is 
taken  from  the  welts  of  heavier 
stockings,  buyers  tell  us  they  ht- 
lieve  the  single  construction  will  be 
welcome,  that  is,  when  and  if  they 
get  enough  in  stock  to  feature 
them.  Another  construction  with 
only  an  inch  and  a  half  turnover 
at  the  welt  is  well  thought  of 
Nylons  too,  are  using  this  construc¬ 
tion  with  success. 

Cotton  and  Lisle  Exhibit 

We  have  been  asked  to  advise 
retail  buyers  that  they  are  welcome 
at  the  exhibit  of  cotton  and  lisle 
hosiery  on  display  at  the  offices  of 
the  National  Association  of  Ho¬ 
siery  Manufacturers,  468  Fourth 
Avenue,  New  York.  These  stock¬ 
ings  were  made  under  the  super¬ 
vision  of  the  Department  of  Agri¬ 
culture  and  show  many  types  of 
weaves. 


Women’s  Shoe  and  Leather  Card  for  1942 

IT  KiHT  colors  are  portrayed  in  the  1942  Spring  Card  for 
Women’s  Shoes  just  released  by  The  Textile  Color 
Card  Association,  it  was  announced  by  Margaret  Hayden 
Rorke,  managing  director.  These  sliades  are  Town  Brown, 
Golden  Tobacco,  Turftan,  Bluejacket,  Airway  Blue,  Ameri¬ 
can  Saddle  and  the  two  Defense  Colors,  Liberty  Red  and 
Unity  Blue. 

The  card  is  issued  in  the  convenient  pocket-size  booklet 
form  adopted  last  season  and  each  color  is  shown  on  a  sepa¬ 
rate  page  in  various  types  of  leather,  including  smooth  calf 
and  kid,  crushed  and  embossed  leathers  and  suede.  Coordi¬ 
nation  notes  are  given  for  each  color,  indicating  its  fashion 
tie-up  with  important  color  trends  in  spring  costumes. 
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Notions  Are  a  Christmas  ” Natural” 


The  success  of  the  “Young 
Notions”  promotions  '  in  de¬ 
partment  stores  inaugurated 
this  fall  by  a  group  of  notions  man¬ 
ufacturers  prompts  the  suggestion 
of  further  specialization  of  notion 
items  for  the  coming  Christmas  sea¬ 
son.  What  about  the  youngsters  to 
whom  Christmas  giving  is  a  serious 
business;  and  who  have  anywhere 
from  lOff  to  $1  to  sp>end  for  each 
gift?  Where  do  those  one-to-ten 
dimes  go?  The  chances  are  ten  to 
one  that  they  go  for  glittery,  useless 
objects  much  appreciated,  of 
course,  because  of  the  giver  behind 
the  gift.  But  why  not  reach  these 
young  folk  by  appealing  to  them 
in  their  own  language,  to  buy 
glinting  useful  gifts  for  their  fami¬ 
lies  at  the  notion  department? 
Young  fry  usually  shop  for  gifts  ac¬ 
companied  by  older  members  of 
the  family.  A  Christmas  tree  in  the 
notion  department  dripping  with 
notions  (unwrapp>ed  and  plainly 
visible  to  four  footers  and  under) 
no  doubt  will  develop  added  sales. 
By  way  of  store  jK)sters,  elevator 
announcements,  envelope  enclo¬ 
sures,  etc.,  youngsters  can  be  in¬ 
vited  to  see  the  tree  in  the  notion 
department.  In  that  way  it  is  possi¬ 
ble  to  reach  new  customers  who 
will,  as  is  the  way  of  children,  ask 
questions  about  whatever  comes 
into  their  line  of  vision  and  point 
out  to  chaperones,  items  which 


Glov*  clips  and  the  buttons  on  the 
wool  frock  are  of  the  same  design — 
a  stag  silhouetted  in  a  twisted  wire 
circlet.  (From  Bailey,  Green  &  Eiger) 


Plaid  taffeta  accessory  bag,  rubber 

lined  and  equipped  with  bottle  and 

jars.  (From  I.  B.  Kleinert) 

might  have  never  been  thought 
about  for  an  adult  gift  list. 

Trimmings? 

Every  well-stocked  notion  de- 
jjartment  has  more  items  suitable 
for  Christmas  giving  than  could  be 
put  on  any  tree  of  notion  depart¬ 
ment  size.  So  what  to  select?  By 
starting  early,  buyers  could  allow 
enough  time  to  delegate  salespeople 
to  go  over  items  and  classify  them 
for  different  ages  and  occupations. 
Then  if  a  large  tree  is  to  be  used, 
it  could  be  arranged  sectionally  for 
types  of  gifts.  Or  if  several  small 
trees  are  to  be  used,  one  could  be 
for  mother,  another  for  sister,  one 
for  Aunt  Sue,  then  there  is  Jack 
who  is  now  a  soldier,  etc.  Perhaps 
rewards  for  salespeople  could  be 
arranged  for  the  winning  teams  on 
sales  results. 

To  do  over  closets  for  those  who 
are  coming  back  from  schools  with 
the  delightful  new  garment  bags, 
boxes,  hangers,  etc.,  can  be  an  un¬ 
expected  and  appreciated  gift.  To 
do  over  closets  for  those  who  are 
daily  “under  the  roof”  and  have  it 
a  surprise  gift  can  easily  be  ar¬ 
ranged  and  nicely  presented. 
Matching  envelopes  for  gloves, 
handkerchiefs,  etc.  could  be  put  on 
the  tree  with  a  note  directing  the 
donee  to  look  for  the  closet  set. 

Soldier  dads  can  receive  handy 
kits  with  well  thought  out  contents 
as  gifts  from  the  notion  counter. 
Recently  we  stood  next  to  a  cus¬ 


tomer  at  a  notion  counter  and 
heard  her  order  a  dozen  rubber 
make-up  capes  sent  to  a  camp  for 
the  boys  in  cold  barracks  who  need 
something  over  their  shoulders 
while  shaving. 

Another  soldier  gift  could  be  the 
rubber  gadgets  that  go  inside 
trouser  bands  to  hold  shirts  neatly 
in  place.  They  are  called  shin- 
grippers.  Then  there  are  similar 
holders  for  the  suit  minded  girb 
who  would  be  well  groomed  by 
wearing  rubber  garment  grippen 
inside  their  skirt  bands.  Mothers 
and  sisters  might  be  induced  to 
buy  sets  of  bras  and  girdles,  or 
pantie  girdles,  and  embroider 
school  emblems  on  them  as  gifts 
for  the  home  coming  college  girl. 

Buttons 

Bigger,  bulkier  and  more  amus¬ 
ingly  blatant  buttons,  clips  and 
cuff  links  are  increasing  in  fashion 
importance  as  the  season  advances 
and  with  promotion  should  bring 
unprecedented  Christmas  business 
on  them.  With  the  new  style 
quirks  of  using  matching  clips  on 
gloves,  purses,  muffs,  turbans,  etc, 
to  tie  in  with  an  ensemble  idea 
with  buttons  on  dress  or  coat  be¬ 
ing  publicized  on  women’s  pages 
of  •  newspapers  throughout  the 
country,  stores  would  do  well  to 
see  that  notion  salespeople  are  in¬ 
formed  of  local  releases  so  that  they 
can  suggest  from  their  stocks,  items 
that  conform. 

The  trend  toward  filigree  in 
jewelry  is  being  followed  out  in 
buttons  and  cuff  links  for  the  notion 
department.  The  Chinese  influence 
is  carried  out  in  pirates’  heads  with 
crossed  swords,  fat  bumble  bees, 
orchids  and  other  motifs.  The  pa¬ 
triotic  influence  is  prominent,  and 
we  have  plastics  of  highly  imagina¬ 
tive  creation  in  big,  knobby  de¬ 
signs. 

Then  there  are  “whimsies”  of 
brilliants,  some  studded  with  huge 
stones,  also  locomotives  and  track¬ 
walkers  with  one  red  and  one  green 
light  in  the  hands  of  the  figure. 
Maple  leaves  in  fall  shadings  with 
veins  carved  out  in  detail  are  a  new 
note  for  tweeds.  All  suggesting 
Christmas  promotions  for  notion 
departments. 
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CROWN  TESTED  RATON  FAERIES 


IT  MEANS  THAT  FABRICS  CONTAIN- 
ING  CROWN  RAVON  AND  IDENTIFIED 
AS  CROWN  TESTED  HAVE  BEEN 
CONSTRUCTED  AND  FINISHED  AC¬ 
CORDING  TO  STANDARDS  FOR  CON- 
SUMERS’  satisfaction.  SAMPLES  OF 
THE  FABRIC  HAVE  BEEN  TESTED  AND 
APPROVED  BT  THE  BETTER  FABRICS 
TESTING  BUREAU,  INC.,  OFFICIAL 
LABORATORY  OF  THE  NATIONAL  RE¬ 
TAIL  DRV  GOODS  ASSOCIATION  FOR 
FABRIC  STRENGTH,  seam  STRENGTH 
COLOR  fastness  DRV  CLE^NABILITV 
OR  WASHABILITV. 


A.YlERirAIY  VISf'OSE  CORPORATION 

World’s  Largest  Producer  of  Rayon  Yarn  •  Sales  Ofe'ICES;  350  Fifth  Avenue,  New 
York,  N.  Y.;  Providence,  R.  I.;  Charlotte,  N.  C.;  PhilaJel^-hia,  Pa. 


WHAT  DOES 
CROWN  TESTED  MEAN’ 


Customers  who  come  into  your  ready-to-wear  department  like  March  lions 
can  go  out  like  lambs  . . .  and  one  of  the  best  good  w  ill  tools  for  the  lamb  is 
a  visible  stock  of  Crown*  Tested  rayon  merchandise  with  believable  Crown 
Tested  Tags. 

The  tag  is  a  protection  to  women  and  they  know  it.  It’s  a  protection  to  you, 
too.  From  the  moment  the  buyer  places  the  order  until  the  time  the  finished 
garment  leaves  your  store— and  all  through  its  life  in  its  new  owner’s  ward¬ 
robe— the  Crow  n  Tested  Tag  helps  to  safeguard  you  against  fabric  complaints. 

The  attractive  tag  shown  here  is  for  women’s  rayon  fashions  wholesaling 
under  $6.75.  It  can  make  new  sales  in  your  store  . . .  and  make  those  sales 
stay  sold !  .\sk  your  dress  sources  to  supply  you  w  ith  these  tags  for  Crown 
Tested  merchandise. 
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r 
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Christmas  Bells  or  Bombs — 

It’s  Still  Christmas! 

By  T.  L.  Blanke,  Manager,  Merchandising  Division 

WITH  more  people  having  10%  of  our  customers  commence  94%  of  the  women  make  Christ- 
more  money  to  do  the  their  shopping  activities  immedi-  mas  lists  before  coming  into  the 

things  they  would  like  to  ately  after  Thanksgiving,  and  the  store.  However,  these  lists  are  so 

do,  it  is  exptected  that  Christmas  remainder  are  divided  almost  flexible  that  often  they  purchase 

this  year  will  witness  an  increase  equally  between  the  early  part  of  something  different  from  what  thev 

in  luxury  item  buying,  as  well  as  November  and  the  first  two  weeks  had  planned,  and  will  welcome  ad- 
staples.  Although  it  is  believed  of  December.  Only  9‘’<,  wait  with  vice  on  purchases  on  the  part  of 
that  all  departments  will  be  affect-  their  shopping  until  the  last  two  salespeople,  opening  up  a  very  fine 
ed,  nevertheless  the  retailer  wants  weeks  before  Christmas.  opportunity  for  suggestion  selling, 

to  know  something  of  his  custom-  -And  did  you  know  that  one  out  .Among  the  other  findings  were: 
ers’  shopping  habits  and  what  mer-  of  every  three  shopjjers  has  a  (a)  10%  want  gift  wrapping;  the 
chandise  will  sell  well  in  the  Christmas  fund  set  aside  from  rest  like  to  do  that  themselves  with 
holiday  season  as  a  guide  for  this  regular  savings  or  a  special  Christ-  the  help  of  store-furnished  gift 
year.  mas  account?  Forty-three  per  cent  boxes.  They  also  feel  that  gift 

A  very  interesting  study  was  of  them  will  use  all  of  this  money  Itoxes  should  be  ready  for  the  early 
made  by  one  of  our  large  city  for  gifts,  54%  spend  part  of  it  for  shopper,  (b)  39%  find  special  gift 
newspapers.  While  not  this  year,  that  purpose  and  only  3%  will  not  departments  or  sections  helpful  and 
the  results  it  reported  however  in-  use  any  of  it  for  gifts.  21‘'^  use  the  service  of  a  personal 

dicated  definitely  customer  prefer-  Every  woman  interviewed  feels  shopper.  (c)  38%  select  their 
ences  at  Christmas  time.  A  survey  that  gift  lists  prepared  by  the  store  C^hristmas  cards  in  the  middle  of 
of  1,000  women  from  the  middle-  are  helpful  in  deciding  on  her  December,  27%  take  care  of  this  in 
low  to  high  income  groups  de-  gifts  whether  the  suggestions  are  late  November  and  early  Decem- 
termined  what  the  typical  wife  and  made  in  the  form  of  an  advertise-  her,  22%  early  in  November,  and 
mother  thought  alxtut  C3uistmas  ment,  mailing  piece  or  card  dis-  13‘’(,  in  October,  (d)  87%  prefer 
shopping.  This  re|K)rt  gives  the  play;  and  half  of  them  expressed  a  traditional  Christmas;  13% 
answer  to  a  surprisingly  large  the  opinion  that  listing  merchan-  modern  in  the  sense  of  decorations, 
number  of  the  questions  that  re-  dise  by  prices,  such  as,  $3,  under  I'raditional  things  included  holly, 
tailers  ask  themselves  at  this  season  .1>5,  .S7,  and  .SI 0  would  be  of  decided  bells,  Santa,  Christmas  trees  and 
of  the  year.  atlvantage  to  them.  C^rristmas  carols. 


This  survey  shows  that  about  I'lie  report  further  shows  that  (Continued  on  page  89) 


Simple  but  tremendously  effective,  the  latticework  of  Both  gracious  and  amusing  was  .Altman’s  Christ- 

Christmas  greens  drawn  sharply  across  this  Saks-Fifth  mas  window,  lightly  featuring^  housecoats,  more 

Avenue  window  of  luxury  gifts.  decidedly  spelling  Christmas  gayety. 
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IHE  TWILL  TWINS'  experience  Is  common  In  stores 
where  several  people  handle  a  single  pnrehase. 
One  department  store  reports  that  as  many  as  50 
nmbrellas  were  given  to  the  wrong  peopie  one  busy, 
rainy  day. ...  A  Nationai  Cierh-Wrap  System  pre¬ 
vents  such  confusion.  In  addition,  you'ii  find  it 
reduces  your  seliing  costs,  cashiering  costs,  inspec¬ 
tion  costs,  stationery  costs,  auditing  costs,  delivery 
costs.  Let  our  local  representative  give  you  actual 
facts  regarding  the  National  Clerh-Wrap  System. 


The  National  Cash  Register  Company 


.  .  Charge  Authorlilng  Systems 

National  Postage  Motor  Machines 


Myltlplo-Drawor,  Meltiple-Tetal  Cash  Registers 
4eeountlng-loohheeping  Machines . 
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Smaller  Stores  Urged  to  Take 
Long-Term  Viewpoint 

By  Edward  Kaylin 
Manager,  Bureau  of  Smaller  Stores 

Automatic  volume  rise  should  not  be  a  temptation 
to  relax  vigilant  service  and  expense  controls. 


This  Christmas  above  any 
other  that  we  have  experi¬ 
enced  in  many  years,  business 
should  be  comparatively  easy  to 
get.  The  public  has  money  and 
they  are  out  to  spend  it.  Retailers 
are  not  going  to  have  much  of  a 
problem  getting  volume.  Custom¬ 
ers  will  be  clamoring  at  the  gates 
and  everything  is  going  to  look  fine. 
The  stores  will  be  crowded  with 
people  who  have  money,  who  need 
things,  and  who  are  uncertain  of 
the  future  and  what  it  will  do  to 
their  money.  It  sounds  like  a  re¬ 
tailer’s  dream  come  true.  And  it 
can  be,  too.  But  it  can  just  as 
easily  turn  out  to  be  an  awful  head¬ 
ache.  Because  those  customers  are 
going  to  have  only  one  thing  on 
their  minds  at  the  moment,  doesn’t 
mean  that  they  are  going  to  be  that 
way  forever.  There’s  always  a  day 
of  reckoning  and  when  that  day 
comes,  it’s  imjxjrtant  that  you,  as 
a  smaller  store,  be  not  found  want¬ 
ing.  Take  the  long  range  view¬ 
point! 

When  thiYgs  are  good  is  the  time 
to  be  careful.  It’s  psychologically 
natural  to  relax  vour  efforts  when 


there  is  no  pressing  need  to  exert 
yourself.  Most  p>eople  are  at  their 
best  when  the  going  gets  tough. 
And,  as  we  said  above,  the  going 
isn’t  going  to  be  tough  at  all  this 
Christmas.  Don’t  be  at  your  worst. 
Don’t  let  things  just  take  their 
course. 

You  are  going  to  be  faced  with 
two  temptations  and  both  of  them 
should  be  resisted.  The  first  is  the 
instinctive  feeling  that  the  custom¬ 
er  will  put  up  with  anything  and 
so  there  is  no  need  to  strain  your¬ 
self.  When  I  say  “you”,  I  mean 
you  as  the  personification  of  youi 
store.  It’s  probably  true  that  the 
customer  will  put  up  with  a  great 
deal  this  Christmas.  But  it  will  not 
always  be  thus  and  the  time  may 
come  when  that  same  customer  will 
look  back  at  herself  and  wonder 
why  she  put  up  with  it.  If  that 
time  comes,  you  aren’t  going  to 
like  it. 

You  may  avoid  that  temptation 
and  fall  into  the  opposite  one.  You 
may  come  to  the  conclusion,  con¬ 
sciously  or  unconsciously,  that  in 
this  period  when  business  is  so  good, 
when  money  is  just  rolling  in,  that 


you  should  reflect  that  by  being 
especially  lenient  with  your  custom¬ 
ers— let  them  return  anything  at  all, 
give  them  all  the  free  services  they 
could  ever  dream  of.  That  way, 
too,  lies  peril.  Here  again,  there  will 
be  a  change  in  the  affairs  of  men. 
There  will  be  a  change  in  circum¬ 
stances  at  some  date  in  the  future 
and  you  are  going  to  have  to  go 
out  and  fight  for  that  volume  that 
is  pouring  into  your  store  now. 
And  you  are  going  to  be  pretty 
much  concerned  about  your  ex¬ 
penses  then.  But  your  customen 
will  still  have  the  habits  that  you 
are  instilling  in  them  now.  They 
will  still  want  the  same  services, 
the  same  privileges— and  you  won’t 
be  able  any  longer  to  afford  them. 
You  won’t  like  that  either. 

Now  is  the  time  to  be  careful. 
Now  is  the  time  to  build  for  the 
fufure.  All  the  things  that  have 
help>ed  make  a  good  store  up  to 
now  are  now  more  important  than 
ever.  This  is  your  chance  to  make 
yourself  even  a  better  store.  This 
is  your  chance  to  insure  your  repu¬ 
tation,  or  build  one. 

(Continued  on  page  82) 


Abraham  &  Straus  each  yaar  davalop  soma  typa  of  uniform  background  for  tha  Christmas  windows.^  Hera  it  lands  itself 
with  equal  effectiveness  to  masculine  and  feminine  gift  suggestions,  gives  character  to  displays  of  many  small  items. 
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S^eventy  out  of  the  one  hundred  and  fifty  leading  department  stores  and  spe¬ 
cialty  shops  and  more  than  30,000  other  business  concerns  have  joined  together 
in  this  strictly  mutual  company  to  reduce  insurance  costs  by  preventing  acci¬ 
dents  and  eliminating  unnecessary  expense. 
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You  are  making  your  Christmas 
plans  now.  Make  them  carefully. 
Consider  all  those  hundreds  of  an¬ 
gles  that  you  have  always  thought 
about  in  other  and  more  normal 
years.  We’ve  written  Chirstmas 
articles  before  and  pointed  out 
things  to  be  checked.  Those  things 
still  need  checking. 

You’ve  always  trained  your  ex¬ 
tras  carefully.  You  knew  the  ad¬ 
vantages  of  having  informed,  court¬ 
eous,  efficient  salespeople.  This 
year  you  may  be  able  to  get  by 
without  going  to  all  that  trouble. 
People  are  going  to  be  buying  from 
whomever  is  behind  the  counter. 
Train  your  employees  anyhow. 
Take  the  long  range  viewpoint! 
You  want  to  make  and  keep  friends 
who’ll  be  buying  from  you  when 
things  have  returned  to  normal, 
too. 

In  other  years,  you  tried  in  everv 
way  you  could  to  develop  best  sel¬ 
lers,  reorder  numbers.  Then  your 
prime  concern  was  volume.  It’s 
still  worth  your  while  to  go  after 
best  sellers.  They  represent  things 
that  are  attractive  to  a  great  num¬ 
ber  of  people.  When  you  have 
them,  you  are  pleasing  a  great  num¬ 
ber  of  people.  After  the  boom  has 
subsided,  they’ll  still  remember 
what  they  bought  from  you  and 
what  they  thought  of  it.  That’s 
when  it’s  going  to  pay  to  have  done 
your  best  to  give  the  very  best  you 
could  this  Christmas,  even  though 
the  volume  was  there  no  matter 
what  you  did. 

Institutional  Job  Indicated 

This  is  your  great  opportunity 
to  do  an  institutional  job.  From 
now  on  there’s  going  to  be  less  di¬ 
versification  of  merchandise,  more 
standardization.  It’s  going  to  be 
more  difficult  to  build  your  app>eal 
on  the  uniqueness  of  your  merchan¬ 
dise.  You  should  recognize  this, 
and  then  do  something  about  it. 
The  answer  isn’t  far  to  seek.  Per¬ 
fect  your  service!  Use  your  adver¬ 
tising  budget  constructively!  Stress 
the  splendid  way  in  which  you  are 
doing  your  job— and  see  that  you 
ARE  doing  it  in  a  splendid  way! 
Of  course  you’ll  do  the  best  mer¬ 
chandising  job  you  possibly  can! 
But  if  you’re  wise,  you’ll  back  that 
up  with  a  strong  service  perform¬ 
ance.  They’ll  remeniljer  you  for 
that— and  in  your  business,  you’ve 
got  to  be  remembered,  and  remem¬ 


bered  favorably.  Build  your  store 
name! 

Your  employees  are  going  to  be 
badly  rushed  this  season.  There’s 
going  to  be  a  great  strain  on  them. 
It  will  be  very  easy  for  them  to 
lose  their  cheerful,  friendly  atti¬ 
tude.  See  that  they  don’t.  Schedule 
their  time  so  they  have  adequate 
rest  periods.  Keep  them  up  to  the 
mark  with  a  bonus  or  a  contest. 
Your  customers  will  overlook  bad 
service  this  time  and  buy  anyhow. 
But  it  will  register  on  them,  and 
they’ll  recall  it  to  your  detriment 
when  the  party’s  over. 

Keep  your  promises.  Don’t  say 
deliveries  will  be  made  by  a  certain 
time  unless  they  can  be  made.  And 
once  you’ve  said  it,  make  them. 

Watch  your  controls!  People  can 
afford  to  pay  for  fancy  gift  wrap¬ 
ping  now.  Fancy  gift  wraps  cost 


you  money.  Charge  for  them.  Per- 
haps  you  think  that  this  year  you 
can  afford  to  give  them  free.  If  you 
won’t  be  able  to  afford  it  later,  you 
can’t  afford  it  now.  If  your  cuv 
tomers  exp)ect  it  free  in  the  future 
and  they  have  less  money,  and  you 
hegm  then  to  charge  them,  as  you 
will  have  to— watch  the  good-will 
go  by. 

In  your  experience,  you  have 
built  up  principles  of  service.  You 
know  what  a  customer  can  reason¬ 
ably  expect,  and  what  she  has  no 
right  to.  Let  those  principles  guide 
you.  Keep  your  expenses  in  line. 
Maybe  you  can  splurge  a  bit. 
That’s  all  right.  But  don’t  go 
haywire. 

Over  the  course  of  many  years, 
we’ve  developed  concepts  ol  good 
store-keeping.  They’re  your  insur¬ 
ance.  Keep  up  your  premiums! 


How  Does  a  Woman  Buy  a  Dress? 

(Continued  from  page  69) 


cent— expect  to  pay  $9  to  $11;  17 
per  cent  will  pay  $13  to  $15;  while 
9  per  cent  think  $20  to  $25  is  about 
right;  average  $13  to  $15. 

“In  the  formal  evening  dress 
class,  19  jjer  cent  will  pay  $20  to 
$25;  18  per  cent  will  pay  $13  to 
$15;  and  14  per  cent  think  $19  to 
$20;  average  $19  to  .$20. 

“When  presented  with  a  list  of 
facts  and  asked  ‘Which  of  these 
facts  would  you  like  to  know  about 
a  dress  which  you  are  considering 
buying?’,  women  responded  as  fol¬ 
lows: 

Cleaning  and  washing 

instructions  83  jJcr  cent 

Fastness  of  dyes  82 

Specifications  of  inaterials  80  “  “ 

Brand  name  of  manu¬ 
facturer  21  “  “ 

Whether  union  made  17  “  “ 

Who  designed  it  9  “  “ 

Where  it  was  made  6  “ 

Where  it  was  designed  “  “ 

“A  sad  commentary  on  dress 
merchandising  was  the  discovery 
that  67  p>er  cent  or  more  than  two 
out  of  three  American  women 
think  that  one  dress  can  be  appro¬ 
priate  for  all  occasions  from  lunch¬ 
eon  until  after  theater.  One-fourth 
of  the  women  believed  one  dress 
was  not  enough  and  8  per  cent 
didn’t  know.  Nearly  two-thirds  of 
women  interviewed  also  thought 
that  a  ‘country  wear’  dress  could  be 


worn  into  town. 

“Along  this  same  line,  it  was 
found  that  51  per  cent  buy  extra 
accessories  for  a  simple,  basic  dress 
while  49  jkt  cent  do  not.  Of  those 
who  bought  accessories,  the  largest 
number,  43  per  cent,  bought  col¬ 
lars  and  cuffs,  30  per  cent  bought 
clips  and  pins,  29  per  cent,  neck¬ 
laces;  22  per  cent  belts;  21  per  cent, 
jewelry;  15  j)er  cent,  gloves,  hats, 
purses;  6  per  cent,  flowers. 

“A  majority  of  American  women 
think  that  ready-made  dresses  could 
be  improved.  The  plea  of  the 
greatest  number  of  women  who 
wanted  improvements,  42  per  cent, 
was  for  better  sizing;  33  per  cent 
asked  for  deeper  and  larger  seams, 
20  per  cent  urged  better  workman¬ 
ship;  and  10  per  cent  want  larger 
hems.  Of  interest  is  the  finding 
that  more  women  in  the  upper 
and  middle  brackets  complained 
about  dresses  than  in  the  lower 
income  groups. 

“When  asked  if  they  had  any 
trouble  in  getting  ready-made 
dresses  to  fit  well,  one-third  said 
they  did.  Of  these,  18  per  cent 
saiti  skirts  were  wrong  length  for 
them  (either  tex)  long  or  too 
short) ;  14  per  cent  said  waists 

didn’t  fit;  10  jier  cent  said  fit  and 
cut  were  not  right;  7  per  cent  said 
shoulders  and  sleeves  were  wrong. 
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Appliance  Men  Are  Advised  to 
Promote  More  Expensive  Items 

By  G.  PorrER  D arrow 


Gas  range  customers  'want  the  best,  and  this  year  they  are  more  likely 
to  afford  the  best.  Sales  talks  will  be  doubled  in  effectiveness  if 
demonstration  is  made  with  a  connected  modern  range  on  the  floor. 


IF  you're  a  gas  range  buyer  or 
sales  manager,  you’ve  probably 
found  yourself  on  the  spot. 
Manufacturers  are  overwhelmed 
with  orders,  and  so  your  orders 
have  to  stand  in  line  and  wait  their 
turn.  Yet  in  spite  of  this,  you  have 
the  same  responsibilities  to  your 
business,  to  your  salesmen  and  to 
your  customers.  Your  sales  figures 
have  to  be  maintained— and  bet¬ 
tered.  Your  salesmen  have  to  be 
kept  busy— able  to  earn  their  keep. 
Your  customers  still  look  to  you 
for  what  they  want— and  expect  you 
to  produce  it. 

True,  no  man  ever  had  a  better 
excuse  for  making  excuses,  but 
these  w’ill  not  solve  your  problems. 
.And  there  is  a  way,  ready  and  wait¬ 
ing  for  you,  to  climb  out  of  the 
present  difficulties.  I  have  no  doubt 
you’ve  already  thought  of  it,  your¬ 
self;  because  it’s  the  practical  ex¬ 
pedient.  It's  an  all-out  rjfort  to 
sell  more  expensive  merchandise. 

A  Way  to  Beat  Shortages 

No  one  who  sells  gas  ranges  for 
a  living  needs  to  be  told  that 
there’s  more  profit  in  selling  100 
units  at  S99  than  there  is  in  selling 
as  many  as  165  units  at  §59.  A 
pencil  and  paper  and  some  tpiick 
arithmetic  show  you  where  the  big 
money  is. 

.And  I  doubt  if  any  buyer  in  this 
market— a  market  so  largely  con¬ 
trolled  by  priorities  and  shortages 
—will  argue  that  it’s  easier  to  get 
delivery  of  165  low  priced  units 
than  it  is  to  get  100  higher  priced 
ones.  It’s  just  plain  logic,  in  these 
days,  to  plan  not  on  unit  volume, 
but  profit  volume. 

Once  you  decide  on  this  plan, 


watch  how  the  (kUIs  swing  back  in 
your  fasor.  Your  stock  problem  l>e- 
comes  less  worrisome— you  can 
make  the  same  profit  on  2/3  the 
number  of  items,  not  to  mention 
the  drop  in  your  delivery  aiul  in¬ 
stallation  costs.  .Moreover,  your 
salesmen  are  given  a  goal  that 
keeps  them  busy— an  oj)portunity 
to  prove  whether  they  are  salesmen 
or  just  order  takers. 

liy  and  large  your  customers  will 
readily  fall  in  line,  tcx).  For  never 
was  the  public  in  such  a  mood  to 
buy.  There  is  more  money  jing¬ 
ling  in  the  public  pocket  than  at 
any  previous  time  in  our  history. 
The  national  income  this  year  will 
be  close  to  $85,0()0,000,0()()!  W’hat 
is  more,  the  prospect  is  one  of 
steady  jobs,  steady  money.  Never 
was  the  time  so  ripe— or  so  l  ight— 
to  put  every  possible  effort  lieliind 
your  finer  merchandise. 

Not  long  ago  a  range  buyer  told 
me  that  his  men  now  introduce 
their  best  ranges  first,  to  e\ery  cus¬ 
tomer  who  comes  in.  He  says  he 
has  been  amazed  at  the  number  of 
people  who  finally  buy  the  best.  It 
is  virtually  impossible,  he  says,  for 
a  salesman  to  judge  which  custom¬ 
ers  can  afford  the  finest,  and  which 
customers  cannot.  Therefore,  the 
only  safe— and  profitable— course  is 
to  begin  by  introducing  the  best  to 
everyone. 

You  can  be  sure  that  every  cus¬ 
tomer  who  comes  into  your  sales 
room  l(X)king  for  a  new  gas  range, 
wants  the  best— whether  he  can  af¬ 
ford  it  or  not.  Let  a  salesman  lie- 
gin  showing  and  explaining  the 
most  luxurious  range  on  your  fkxir, 
and  the  customer  is  all  ears— and 
eyes.  What  must  lx;  considered. 


then,  is  how  to  capitalize  fully  on 
this  customer  interest  .  ,  .  how  to 
lie  sure  that  your  salesmen  do 
everything  possible  to  convert  this 
interest  into  actual  sales. 

Effectiveness  of  Demonstration 

Today,  most  sales  managers 
agree  that  what  the  salesman  does 
is  as  important  as  w'hat  he  says.  If 
he  can  demonstrate— ii  he  can  ac¬ 
tually  show'  the  customer  visual 
proof  of  his  explanations  and 
promises— his  sales  talk  is  more 
than  doubly  effective.  For  this  rea¬ 
son  there  is  a  decided  trend  to  floor 
demonstrations.  Nothing  else  so 
quickly  convinces  the  customer 
that  the  luxurious  modern  gas 
range  is  superior  in  every  way. 

How  many  finer  radios  would  be 
sold  today  if  customers  could  not 
hear  them?  How  many  auto¬ 
mobiles  would  have  been  sold  over 
the  years  if  demonstration  had  not 
lieen  a  regular  part  of  the  sales 
routine?  AVhy  do  furniture  depart¬ 
ments  build  sample  rooms?  XV'^hy 
do  food  merchandisers  give  away 
samples  of  new  canned  focxls,  etc.? 
Everything  that  can  possibly  be 
done  to  let  the  customer  see  for 
hhnself  is  that  much  gained  toward 
closing  a  sale. 

The  sales  manager  who  wants  to 
sell  finer  ranges,  especially  those 
equipped  with  the  best  of  modern 
top  burners,  can  scarcely  afford  not 
to  have  a  modern  range  connected 
to  gas  on  the  sales  fkxir.  Today  the 
public  is  more  than  ever  interested 
not  only  in  style  and  lx;auty,  but 
in  performance  ...  in  time-savings, 
money  savings,  work  saving,  con- 
{Continued  on  page  88) 
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Rail  carloads  are  climbing 
steadily.  1941  to  date  is  4,- 
000,000,  300,000  cars  ahead 
of  1940,  and  6,000,000,  500,000 
ahead  of  1939.  The  peak  will  be 
reached  this  fall.  So  far  excellent 
service  is  being  maintained  with  no 
embargoes  and  no  congestion  of 
any  consequence. 

Also,  inter-city  truck  loads  are 
about  35%  ahead  of  1940. 

*  *  * 

The  Interstate  Commerce  Com¬ 
mission  has  recommended  to  Con¬ 
gress  that  legislation  be  enacted  to 
permit  Federal  control  of  sizes  and 
weights  of  motor  vehicles  in  inter¬ 
state  commerce. 

*  *  * 

H.  R.  5314  to  extend  the  provi¬ 
sions  of  the  Railway  Labor  Act  to 
all  motor  carriers  and  including 
private  carriers  operating  in  inter¬ 
state  commerce,  was  recently  intro¬ 
duced  in  the  House  of  Representa¬ 
tives.  The  Bill  has  been  referred  to 
the  House  Committee  on  interstate 
and  foreign  commerce.  Thus  far 
no  hearings  have  been  held  and 
none  are  scheduled. 

•  *  * 

Some  two  years  ago  the  Inter¬ 
state  Commerce  Commission  an¬ 
nounced  that  it  would  embark  on 
a  general  investigation  of  rail  and 
motor  freight  rates  applicable  in  all 
sections  of  the  United  States. 

As  a  first  step  in  this  broad 
investigation,  commission  exjjerts 
made  available  voluminous  studies. 

1.  On  the  relative  railroad  cost  of 
rendering  service  in  various  parts 
of  the  country;  2.  the  distribution 
of  the  natural  resources  of  the 
country:  3.  their  suggestions  for 
improvement  on  the  present 
freight  rate  structure. 

Railroads  are  asking  that  the 
Commission  postp)one  its  investiga¬ 
tion  until  the  national  emergency 
is  past. 

Motor  carriers  are  petitioning 
the  Commission  to  refuse  the  rail¬ 
road’s  request  for  p)Ostponement. 

Trade  associations  and  chambers 
of  commerce  are  divided  on  this 
question. 

Southern  interests  are  urging  the 


Commission  to  continue  its  in¬ 
vestigation,  whereas  Northern  and 
Western  interests  are  taking  the  op¬ 
posite  view  and  requesting  the 
Commission  to  grant  the  railroads’ 
plea  for  postponement. 

The  South  for  many  years  has 
contended  that  its  industrial  devel¬ 
opment  has  been  retarded  because 
rail  freight  rates  within  the  South 
and  between  the  South  and  other 
sections  are  on  a  higher  mile  for 
mile  basis  than  comparable  rates  in 
effect  in  the  North  and  Mid-West, 
and  between  those  sections  and  all 
other  sections  of  the  country. 

*  *  * 

Freight  forwarders  serving  a 
large  mid-western  city,  have  in¬ 

formed  the  stores  of  that  city  of 
the  desire  or  intention  of  abandon¬ 
ing  the  forwarding  of  shipments 
out  of  New  York  City  on  Mondays 
because  of  light  tonnage.  Has 

anyone  had  a  similar  experience? 

*  •  « 

Some  stores  use  “stub-control- 
chopping-boxes”  to  eliminate  the 
possibility  of  ready-to-wear  stubs 
being  lost.  The  salesclerk  takes  the 
sold  merchandise  to  the  packer’s 
desk  where  the  stub-control-chop¬ 
ping  box  is  kept.  The  clerk  inserts 
stub  of  price  tag  into  slot  of  locked 
chopping  box  and  chops  tag  in 
half.  One  part  of  the  tag  falls  into 
the  box,  the  other  part  remains 
with  merchandise.  The  stubs  are 
collected  at  frequent  intervals  by 
merchandise  control  clerk  who  en¬ 
ters  information  on  the  depart¬ 
mental  control  card. 

The  saw  tooth  chopping  edge  re¬ 
sults  in  an  uneven  edge  on  that 
part  of  ticket  remaining  on  gar¬ 
ment,  which  has  the  additional  ad¬ 
vantage  of  preventing  credit  being 
obtained  for  any  garment  (due  to 
the  absence  of  the  saw  tooth  per¬ 
foration  on  the  ticket)  that  may 
have  been  stolen. 

*  *  * 

Chairman  Land  has  made  pub¬ 
lic  the  following  interesting  statis¬ 
tics  regarding  the  cargo  ship-build¬ 
ing  program  of  our  country: 

1.  Approximately  130  cargo  ships 
will  be  completed  this  year. 


2.  In  1942  approximately  574 

ships.  I 

3.  During  the  first  three  months  of 
1943,  220  ships  in  the  increasii^ 
acceleration. 

This  ship-building  program  ex¬ 
ceeds  that  of  1917  and  1918. 

*  *  * 

The  I.  C.  C.  has  recently  issued 
regulations  to  cover  the  payment 
of  transportation  charges  to  water 
carriers.  These  regulations  are  es¬ 
sentially  the  same  as  those  which 
have  been  provided  heretofore  for 
rail  carriers.  In  these  regulations, 
effective  October  5th,  1941,  water 
carriers  can  grant  credit  to  ship¬ 
pers  for  a  period  of  forty-eight 
hours  and  under  certain  conditions 
they  can  extend  credit  for  ninety- 
six  hours. 

Interchange  of  Rate  and 
Classification  Information 

[This  heading  covers  reproduc¬ 
tions  of  valuable  transportation 
information  sent  us  by  members, 
such  as  unintentional  misclassi- 
fication  of  shipments  by  manu¬ 
facturers,  resulting  in  incorrert 
transportation  charges  being  as¬ 
sessed  and  other  related  infw- 
mation  that  will  help  reduce 
transportation  costs.  The  number 
of  contributors  is  growing  slowly 
but  surely.  When  are  you  going  to 
do  your  part?  Or  are  you  simply 
going  to  continue  taking  but  not 
giving?  Names  of  manufacturen 
will  be  given  on  request.] 

Many  thanks  to  B.  E.  Knipp, 
Traffic  Manager,  The  Wm.  H. 
Block  Company,  Indianapolis,  for 
the  following: 

1.  A  manufacturer  located  in 
Brooklyn  classifies  his  shipments 
as  “Steel  racks,”  and  carriers  as¬ 
sess  the  shipment  on  the  basis 
of  the  “Set-up”  classification 
which  means  a  freight  rate  of 
$2.34  per  cwt.  from  Brooklyn  to 
Indianapolis.  Shipments  are 
actually  “Knocked  Down  Flat" 
and  proper  freight  rate  is  $1-09 
per  cwt.  ,  Manufacturer  has 
promised  to  use  proper  classifi¬ 
cation  'description  of  "Steel 
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Racks  Knocked  Down  Flat,”  on 
future  shipments. 

A  manufacturer  in  New  York 
City  is  shipping  carboard  boxes 
—cloth  garment  bags— wood  and 
wire  covered  garment  hangers— 
and  cotton  piece  goods  in  our 
shipments. 

The  manufacturer  shows  one 
weight  for  the  entire  shipment 
and  consequently,  the  carrier 
assesses  the  entire  shipment  on 
the  basis  of  the  highest  rated  ar¬ 
ticle,  which  is  one  and  one-half 
times  the  first  class  rate,  which 


from  New  York  City  to  Indian¬ 
apolis  is  $2.34  per  hundred 
pounds.  The  manufacturer  was 
instructed  to  show  a  separate 
w'eight  for  each  different  type  of 
merchandise,  in  view  of  the  fact 
that  the  garment  hangers  took 
a  rate  of  $1.09,  and  the  piece 
goods  a  rate  of  $.98. 

These  instances  of  misclassifica- 
tion  have  naturally  resulted  in 
overcharges  being  paid  by  members 
buying  from  this  manufacturer  and 
such  overcharges  are,  of  course,  col¬ 
lectable  from  the  carrier. 


Toy  Stocks  Believed  Ample  for  a 
Normal  Christmas 


Despite  the  fact  that  the 
American  toy  manufacturing 
industry  is  now  completely 
“on  its  own”  by  virtue  of  the  ab¬ 
sence  of  imports,  and  notwithstand¬ 
ing  priority  restrictions  that  will  be 
severely  felt  on  next  year’s  business, 
toy  stocks,  we  are  told,  will  be 
ample  for  the  coming  Christmas 
season— assuming  that  the  demand 
is  a  relatively  “normal”  one. 

A  large  part  of  the  stocks  now  in 
the  stores  were  purchased  last 
March  and  April,  as  is  customary. 
The  general  feeling  is  that  the  toy 
department,  for  the  first  time  in 
years,  will  show  a  moderate  profit. 
Toy  volume  is  expected  to  be  a 
little  over  last  year’s  $240,000,000. 

*  *  * 

“It  is  fortunate  that  the  toy  in¬ 
dustry  requires,  comparatively,  a 
very  small  volume  of  materials  to 
assure  the  ^  health,  well-being  and 
morale  of  more  than  36,000,000 
children.  For  example,  all  of  the 
rubber  balls,  inflated  animals,  bal¬ 
loons,  blocks  and  other  typ>es  of 


rubber  toys  that  cost  only  a  few  | 
cents  apiece  require  annually  only 
2400  tons  of  crude  rubber. 

“.Although  no  one  can  predict 
the  future,  we  feel  confident  that 
national  defense  authorities  will 
recognize  educators’  estimate  of  the 
importance  of  play  materials  to 
home  morale  and  make  it  possible 
to  provide  American  children  with 
the  toys  that  are  essential  to  their 
play  activities  and  their  well-being. 

“The  shutting  off  of  foreign  toy 
imports  by  war  blockades  has  had 
no  appreciable  effect  on  American 
toy  supplies.  .  .  .  .All  important 
improvements  in  safety,  education¬ 
al  value  and  fun  appeal  have  been 
initiated  by  .American  toy  makers 
during  the  past  twenty-five  years. 
For  more  than  a  decade,  imports 
have  not  amounted  to  more  than 
five  per  cent  of  the  total  toy  volume 
and  have  been  principally  novelties 
or  copies  of  American  designs.”— 
Henry  E.  Luhr.s,  President,  The 
Toy  Manufacturers  of  the  U.S..A., 
25th  .Annual  Convention,  New 
York,  September  25. 


Is  your  marking  room  “snowed 
under”  due  to  insufficient  or 
inefficient  equipment,  or  lack  of 
personnel?  Then  let  a  Monarch 
Marking  System  representative 
go  to  work  for  you,  to  give  you 
EXTRA  HELP. 

No  matter  whether  you  run  a 
specialty  shop,  employing  only 
a  few  people,  or  are  associated 
with  a  large  store,  the  Monarch 
representative  can  assist  and  ad¬ 
vise  you  on  any  or  all  of  the 
operations  involved  in  receiving, 
checking  price-marking,  and  the 
content  marking  of  merchan¬ 
dise.  He  can  advise  you  on  all 
phases  of  marking-room  mod¬ 
ernization,  improvement  and 
enlargement.  Moreover,  each 
Monarch  representative  is  well 
informed  on  cost  and  manage¬ 
ment  problems  arising  from  the 
imporant  receiving,  checking 
and  marking  activities. 

The  Monarch  line  includes;  Monarch 
“Super-Advanced,”  “Standard,”  “Ad¬ 
vanced,”  and  “SpecialT  Pin-On  Ma¬ 
chines;  Monarch  “Junior”  hand  oper¬ 
ated  and  motor  driven;  Monarch  Pin- 
Ticket  Attaching  Machine;  Monarch 
Jewelry  and  Book  Ticket  Marker,  hand 
operated  and  motor  driven;  Monarch 
Re-Price  Marker;  Monarch  “Path¬ 
finder”  and  “50.” 

W rite  us  regarding  your  content-mark¬ 
ing  and  price-marking  problems. 

THE  MONARCH 
MARKING  SYSTEM  COMPANY 

Maio  Office  and  Factory:  Pacific  Coaat  Factory  : 

216  S.  Torrance  5t.  1130  Maple  AreDoe 

Dayton,  Ohio  Loa  Angelea,  Calif. 

Canadian  Factory: 

358  Adelaide  Street,  W. 

Toronto,  Can. 


Two  New  Training  Booklets 


^  I  'HE  Research  Bureau  for  Re- 
3-  tail  Training,  University  of 
Pittsburgh,  has  just  published  two 
new  booklets,  one  on  Shoes,  and 
the  other  on  Man  Made  Fabrics, 
in  its  series  of  merchandise  facts 
manuals  for  distribution  among  re¬ 
tail  stores  and  schools. 

The  Shoe  booklet  under  the  cap¬ 
tion  “What  Are  You  Selling?”  deals 
briefly  with  appearance,  value, 
comfort  and  utility.  Cuts  illustrate 


the  bone  structure  of  the  foot  as 
w’ell  as  the  making  of  shoes,  with 
accompanying  material  on  the  vari¬ 
ous  tyjjes  of  leather. 

In  Man  Made  Fabrics,  various 
rayon  types  and  makes  of  fabrics 
are  described  along  with  service¬ 
ability  features  from  the  viewpoint 
of  customer  interest. 

Both  booklets  are  pocket  size,  17 
pages  and  cover. 


October,  1941 


The  Bulletin  of  the  National  Retail  Dry  Goods  Association 


85 


National  Needlecraft  Expands  Program 

{Continued  from  page  69) 


Closely  allied  with  Sew  and  Save 
Week,  and  launched  at  the  same 
time,  was  the  sewing  drive  that  has 
resulted  in  half  a  million  garments 
for  the  children  of  the  invaded 
countries.  With  the  opening  gun, 
a  full-page  advertisement  in  Good 
Housekeeping  Magazine,  the  pro¬ 
gram  was  highly  publicized 
through  newspapers,  magazines  and 
radio,  and  given  the  active  support 
of  22,000  women’s  clubs  through¬ 
out  the  country,  representing  a 
membership  of  between  five  and 
six  million  women. 

Of  paramount  importance  to  the 
purpose  of  the  Bureau  is  the  steady 
stream  of  home-sewing  publicity 
that  it  keeps  flowing  to  thousands 
of  newspapers,  magazines,  and 
radio  stations.  The  material  has 
met  with  an  overwhelming  re¬ 
sponse  from  the  press  and  from 
women  who  sew.  Consisting  of 
practical  and  helpful  information 
for  the  home  sewer,  and  glamor¬ 
ized  with  dramatic  photographs  of 
actual  home-sewn  garments,  the 
publicity  has  reached  hundreds  of 
thousands  of  consumers  who  find 


it  of  practical  value.  Releases  are 
sent  by  the  Bureau  on  a  weekly 
schedule  to  250  large-city  news¬ 
papers,  and  once  a  month  “mat” 
material  is  distributed  among  2500 
rural  weeklies  and  semi-weeklies. 
I'hree  hundred  and  fifty  radio  sta¬ 
tions  also  receive  a  weekly  script 
on  sewing,  using  the  material  with 
far-reaching  effect. 

series  of  wardrobe  plans  for 
the  home  sewer,  prepared  by  the 
Bureau  in  collaboration  with 
fabrics,  notions  and  patterns  manu¬ 
facturers,  has  also  met  with  un¬ 
precedented  success.  Attractively 
illustrated,  and  giving  complete 
costs  and  recommendations  as  to 
suitable  fabrics,  patterns,  and  no¬ 
tions,  more  than  200,000  copies  of 
each  of  three  budget  wardrobe 
plans  have  been  distributed  via 
radio,  newspapers  and  magazines 
during  the  past  three  months.  The 
plans  will  continue  on  a  monthly 
basis,  wdth  enthusiastic  letters  from 
editors  and  program  directors  con¬ 
firming  their  popularity. 

With  only  two-months  prepara¬ 
tion,  a  sewing  contest  recently 


This  pliotograph,  a  national  contest 
prize-winner,  was  used  in  an  adver¬ 
tisement  to  promote  a  sewing  drive 
for  children  in  invaded  countries. 

sjxtnsored  by  the  Bureau  resulted 
in  14,000  entries.  Five  out  of  6 
of  the  national  prize  winners  were 
under  23  years  of  age.  Conducted 
through  20  key -city  newspapers,  the 
contest  brought  important  busi¬ 
ness  to  the  stores  which  tied  up 
with  it  in  their  advertising  and 
promotional  activity.  Because  of 
the  outstanding  success  of  this  first 
National  Sewing  Contest,  it  will  be 
carried  in  the  spring  of  1942  to 
100  im|X)rtant  cities. 

Other  figures  gathered  by  the 
Needlecraft  Bureau  through  its 
ac-tivity  provide  interesting  evi¬ 
dence  of  the  ever-growing  popular¬ 
ity  of  sewing  at  home.  One  hun¬ 
dred  thousand  copies  of  a  leaflet 
on  “How'  to  .Sew  In  Zippers”  have 
recently  been  distributed  by  the 
Bureau  through  various  media. 
Wide  usage  has  been  made  in  news¬ 
papers,  and  over  the  radio,  u|)on 
consumer  inquiiy,  of  articles  telling 
women  how  to  stretch  their  ward¬ 
robes  through  sewing,  how  to  re¬ 
make  clothes  already  on  hand,  how 
to  make  specific  garments,  and  so 
on. 

The  work  of  the  National 
Needlecraft  Bureau  represents  the 
effort  of  manufacturers  to  cajiture 
the  present  sewing  market  and  to 
develop  a  new  and  still  wider  one. 
With  the  cooperation  of  the  re¬ 
tailer,  a  truly  great  job  can  be 
done.  We  all  remember  the  days 
when  the  piece  goods  department 
w'as  the  backbone  of  the  depart¬ 
ment  store.  ^  Npiv  is  the  time  to 
revive  its  glory  and  its  profitsl 
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I*  stands  for  PORTABLES 

PRESTIGE 
PROFITS 

with  this  COMPLETE 
Personal  Typewriter 

The  UNDERWOOD  CHAMPION  PORTABLE 

Hundreds  of  outstanding  retail  establishments  are  finding  Prestige 
and  Profit  in  the  sale  of  Underwood  Personal  Typewriters.  They 
have  found  there  is  customer  acceptance  in  the  name  of  Under¬ 
wood.  They  know  that  it  pays  to  promote  the  complete  line  of 
Portables  made  hy  the  “Typewriter  Leader  of  the  World.” 

Your  Underwood  Portable  representative  is 
definitely  interested  in  your  success.  He  is  al¬ 
ways  at  your  service  .  .  .  ready  to  talk  things 
over  with  you. 

Write  us  today,  and  weTl  have  your  Underwood 
Portable  representative  pay  you  a  personal  visit. 
Portable  Typewriter  Division 
Underwood  Elliott  Fisher  Company 
One  Park  Avenue,  New  York,  N.  Y. 
AND  SERVICE  EVERYWHERE 


Underwood  Portables 
make  satisfied  users. 


SALES 
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serious  added  burden  on  store 
packing. 

Stores  also  are  surveying  now 
the  condition  ot  their  delivery 
equipment  anticipating  and  mak¬ 
ing  necessary  repairs.  I  his  is  espe¬ 
cially  exptedient  in  view  ol  the  de¬ 
lay  already  encountered  by  stores 
in  getting  certain  ineclianical 
equipment  and  parts  in  a  reason¬ 
able  fteriod  of  time.  Similarly, 
some  stores  are  recapping  their  de¬ 
livery  tires  even  though  they  are 
still  good  for  one  or  two  thousand 
miles  so  that  they  will  be  adequate 
to  carry  them  through  the  Christ¬ 
mas  season. 

Some  stores  are  exjjerimenting 
with  clerk  wrap  on  send  transac¬ 
tions  whereby  the  clerk  inserts  the 
merchandise  in  a  “send  bag,”  gum 
tapes  the  top  and  pastes  on  the  ad¬ 
dress  label.  To  the  extent  that  this 
is  ptossible  it  wdll  save  extra  han¬ 
dling  and  relieve  the  congestion  in 
the  central  wrap  department. 
^Vhether  it  is  economical  in  view 
of  the  anticipated  shortage  of  ex¬ 
perienced  salespeople  is  of  course 
highly  controversial.  Tied  in  with 
the  shortage  of  Iwtxlxtard  there  are 
plenty  of  examples  where  stores 
can  resort  to  the  use  of  only  a  send 
bag  on  many  of  these  delivered 
transactions. 

CUSTOMER  SERVICES 

INCREASED  emphasis  this  year 
will  be  placed  on  urging  cus¬ 
tomers  to  take  small  packages  with 
them.  This  is  already  a  general 
program  on  the  part  of  stores  in 
connection  with  the  previously 
threatened  gasoline  shortage  which 
some  experts  still  claim  to  exist. 
Most  stores  are  asking  the  custom¬ 
er’s  cooperation  on  this  through 
the  means  of  counter  signs.  Some 
stores  are  using  red,  white  and  blue 
stickers  on  the  take-with  packages 
advertising  the  fact  that  the  cus¬ 
tomer  is  cooperating  in  national 
defense  and  conserving  gasoline. 
O’Neill  &  Company,  Baltimore, 
w’as  one  of  the  first  to  intnKluce 
such  a  sticker  which  attracted  con¬ 
siderable  interest  and  customer 
cooperation. 

There  will  be  a  tightening  of  re- 


{Continued  from  page  14) 


fund  policies  on  gift  merchandise 
returned  after  the  Christmas  sea¬ 
son  away  from  issuing  cash  refunds 
and  towards  the  use  of  merchan¬ 
dise  credits. 

A  number  of  communities  are 
considering  a  c<M)perative  program 
restricting  the  return  of  Christmas 


merchandise  to  a  specific  period 
following  the  holiday  season.  Lead¬ 
ing  stores  in  Philadelphia  operated 
such  a  program  last  year  restrict¬ 
ing  returns  to  not  later  than  Janu¬ 
ary  10th.  A  similar  program  at  the 
time  of  this  writing  is  considered 
in  Miami,  and  it  is  reported  that 


EXPANSION 

OF  FUR  STORAGE  CAPACITY 


If  the  pleasing  prospeet  of  bigger  than  ever 
fur  sales  is  dimmed  by  a  threatened  .shortage 
of  sufficient  storage  facilities  to  re-enforce  the 
gains  you  have  made,  you’ll  welcome  this  answer 
to  your  problem.  A  Plymetl  Fur  Storage  System 
lets  you  expand  storage  capacity  almost  as 
rapidly  as  storage  demand  increases.  In 
much  less  time  than  required  for  conven¬ 
tional  systems,  a  Plymetl  System  can  be 
engineered,  installed,  and  put  into  opera¬ 
tion  .  .  .  without  delay  for  materials.  This 
fact  alone  suggests  that  you  look  into 
Plymetl  Storage  immediately.  But  there 
are  other  reasons  .  .  •  the  scientific  safety  of 
this  storage,  its  amazing  operating  economy, 
its  real  flexibility  .  .  .  why  looking  into 
these  modern  Systems  is  worth  the  time  it 
takes  to  write — 

HASKELITE  MANUFACTURING  CORPORATION 

0«pt.  B-4110,  208  W.  Washington  St.,  Chicago,  III. 


fur  sT ^  ^  ^ 
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the  leading  Washington  stores  will 
enforce  a  return  deadline  probably 
around  January  6th  or  7th. 

For  the  most  part  most  stores  are 
not  planning  any  curtailment  in 
their  usual  customer  services  other 
than  those  already  mentioned  and 
particularly  in  the  field  of  elabo¬ 
rate  gift  wrapping.  It  is  possible, 
however,  that  with  the  intensifica¬ 
tion  of  the  defense  program  be- 
tw'een  now  and  Thanksgiving,  the 
way  will  be  indicated  by  govern¬ 
ment  announcements  whereby 
stores  and  customers  will  be  asked 
to  further  curtail  unnecessary  ex¬ 
penses  and  services. 


basis,  .\nother  store  is  planning  to 
give  discount  privilege  to  Christ¬ 
mas  extras  after  they  have  been 
employed  for  six  days. 

There  will  probably  be  some 
liberalization  in  dress  requirements 
during  the  height  of  the  Christinas 
push,  although  few  stores  contem¬ 
plate  any  change  in  their  regular 
employee  shopping  regulations. 


Christmas  Hours 


EMPLOYEE  WELFARE 


STORE  thinking  at  the  moment 
indicates  some  extension  of 


O  indicates  some  extension  of 
welfare  benefits  normally  restricted 
to  regular  full  and  part-time  em¬ 
ployees  being  given  to  Christmas 
extras  and  contingents.  One  store 
is  considering  waiving  their  nor¬ 
mal  requirements  of  a  30-day  wait¬ 
ing  period  before  discount  privi¬ 
leges  are  given.  Some  contemplate 
the  payment  of  ^  of  1%  commis¬ 
sion  to  selling  contingents  hereto¬ 
fore  paid  only  on  a  straight  salary 


Stores  for  the  most  part  have  not 
as  yet  determined  what  special 
open  hours  they  will  observe  dur¬ 
ing  the  Christmas  season.  Advance 
thinking  indicates  that  at  least  the 
same  evening  schedules  as  last  year 
will  be  observed  with  the  proba¬ 
bility  that  in  a  great  many  cases 
they  will  be  extended  further. 
Some  of  the  larger  stores  in  Boston, 
for  example,  plan  to  stay  open 
three  evenings  before  Christmas 
where  heretofore  it  has  never  been 
their  policy  to  do  so.  Most  of  the 
stores  which  either  “pioneered,” 
“succumbed  to”  or  were  “arbitrari¬ 
ly  forced  on”  the  five-day  week  will 
revert  to  the  six  day  basis  for  the 
two  or  three  weeks  immediately 
preceding  Christmas. 


Appliance  Men  Advised  to 
Promote  More  Expensive  Items 

(Continued  from  page  83) 


venience  features.  How'  can  you 
explain  all  these  or  describe  them 
effectively  without  showing  the 
range’s  p>erformance~especially  its 
top  burners  and  automatic  time 
controls?  One  demonstration  tells 
more  than  a  thousand  words.  When 
you  demonstrate,  your  complicated 
sales  story  is  at  once  translated  into 
something  easily  and  quickly  un¬ 
derstood.  Your  verbiage  boils 
down  to  a  graphic  presentation 
which  the  housewife  can  truly  ap¬ 
preciate  —  remember  clearly  —  and 
act  upon. 

The  largest  distributor  of  gas 
ranges  in  Philadelphia  reports  that 
its  sales  force  is  urged  to  demon¬ 
strate  on  connected  ranges  wher¬ 
ever  possible. 

A  big  store  in  Minnesota,  finding 
that  sales  of  gas  ranges  were  not 
keeping  pace  with  those  of  other 
appliances,  checked  to  find  out  the 
reasons.  Today  their  men  not  only 


show  but  demonstrate  ranges,  and 
sales  are  more  than  satisfactory. 

Another  firm,  in  North  Dakota, 
reports  in  these  words,  “We  find  it 
profitable  to  demonstrate  a  range 
to  every  customer,  whether  she 
seems  to  be  an  immediate  prosjject 
or  not.  And  we  find  that  demon¬ 
stration  always  makes  the  price 
seem  secondary.” 

And  the  organization  which  sells 
more  gas  ranges  annually  than  any 
other  in  the  country,  says  that  its 
practice  is  to  have  salesmen  go 
through  a  complete  demonstration 
as  a  part  of  every  presentation! 

Today  you  have  a  greater  oppor¬ 
tunity— and  greater  necessity— than 
ever  before  for  stepping  up  your 
unit  profit.  And  it  is  quite  possible 
that  demonstration,  or  the  lack  of 
it,  may  mean  the  difference  be¬ 
tween  “going  aheadt’  and  “standing 
still.” 


5  Lamson  Tube  Stations  easily  handle  every 
type  of  transaction  from  this  busy  main  floor 
area,  yet  nothing  meets  the  customer’s  eye  but 
beauty,  serenity  and  merchandise. 

The  Tube 


I 


f 


LAMSON  CORPORATION 

410  Lamson  St.,  Syracuse,  N.  Y. 


LAMSON 

TUBES 

Qute.  2/ii  tUe  GJma 
Go^ttnxd  Ove/i  ScUed 
^lud  We  Need, . . 
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Find  out  how  Lamson  Tubes  will  brinK 
better  service,  better  appearance  and 
lower  cost  to  your  store.  Write  for  free 
booklet. 


snuggle  out 
of  sight  (M 
the  counters. 
Tube  Desh 
is  located  in 
the  office. 


#  An  outstanding 
women’s  specialty  shop 
doing  a  substantial 
“class”  business.  The 
Addis  Company  of 
Syracuse,  N.  Y.,  has  a 
large  percentage  of 
“charge”  customers, 
both  city  and  suburban.  “Quick,  courteous 
handling  of  every  ‘charge’  sale,  plus  a 
close  rontrol  over  credit  is  essential  to 
this  type  of  business,”  says  C.  P.  Smith, 
president  of  the  store.  “Our  Lamson 
Tube  system  gives  us  exactly  the  speed, 
urbanity  and  tight  control  that  we  want. 

“The  Lamson  system  is  well-suited  to 
modern  stream-lined  store  interiors,” 
Mr.  Smith  says.  “Every  tube  station  is 
out  of  sight.  There  is  nothing  to  distract 
the  customer’s  attention  from  the  mer¬ 
chandise.” 


ILL  ADMIT  I’M 
A  SHOW-OFF 


SAYS  SHOWBLOn,  JK. 


•  “That’s  iny  job  ...  to  show  off 
the  appealing  colors  and  attractive 
designs  of  Wrenn  Embossed  Desk 
Blotters  so  effectively  that  people 
will  step  right  up  and  buy!  My 
success  has  been  demonstrated  in 


hundreds  of  stationery  depart¬ 


ments,  where  I’ve  boosted  desk 
blotter  sales  to  a  new  high.  It 


doesn’t  take  much 
to  put  me  to  work 
for  you,  either.  I 
cost  surprisingly  lit¬ 
tle  to  install  .  .  .  and 
pay  for  myself  with 
a  single  stock  turn¬ 
over.” 

WRITE  TODAY 
for  complete  infor¬ 
mation,  including  a 
sample  book  show¬ 
ing  the  attractive 
finishes  and  wide 
range  of  colors  avail¬ 
able  in  Wrenn  Em¬ 
bossed  Desk  Blotters. 

THE  WRENN 
PAPER  CO. 

MIDDLETOWN,  OHIO 


Retailers  for  Defense 
Dinner 

(Continued  from  page  19) 

dinner,  explaining  just  what  had 
been  done  to  cooperate  with  the 
Treasury,  and  enumerating  the 
fourteen  point  program  adopted 
for  the  retail  trade  in  the  present 
emergency. 

Lew  Hahn,  General  Manager  of 
the  Association,  sf>oke  on  “The 
Retailer  and  the  National  Emer¬ 
gency”.  He  aroused  a  warmly 
enthusiastic  response  when  he  said: 

“A  dramatic  thing  occurred 
about  a  year  ago  in  this  country, 
when  17  million  young  Americans 
stepped  up  to  their  various  places 
for  registration,  to  pledge  their 
services  to  their  government. 

“I  don’t  think  they  were  sign¬ 
ing  just  for  themselves— they  were 
signing  for  you  and  for  me.” 

Mr.  Hahn  expressed  the  idea 
that  equal  responsibility  rests  with 
the  civilian  population  for  whom 
these  selectees  “signed”  and  that 
special  responsibility  resides  with 
retailers  and  other  business  men. 

His  address  was  a  strong  plea 
to  continue  uncompromising  sup¬ 
port  of  the  defense  program— in  the 
multiple  ways  that  only  retailers 
can  do. 

Christmas  Bells  or 
Bombs  .  .  . 

(Continued  from  page  78) 

Knowing  that  much  about  the 
customer  before  she  enters  the 
store  we  next  want  to  know  for 
what  things  she  spends  her  money. 
One  of  the  largest  department 
stores  in  New  York  City  found  that 
of  every  1,000  Christmas  gifts 
bought,  32%  were  for  women,  30% 
for  children,  13%  for  men,  8%  for 
the  home  and  the  rest  were  mis¬ 
cellaneous.  This  store  further  re- 
jjorts: 

Lingerie  tops  the  list  of  feminine 
gifts  with  121  out  of  every  1,000 
gifts  for  women  being  slips  and 
underwear.  Stockings  are  next  and 
then  handkerchiefs.  Other  popular 
gift  items  include  pajamas,  house¬ 
coats,  negligees,  gloves,  handbags, 
perfume,  and  scarfs. 

The  male  list  is  topped  with 
shirts.  Out  of  every  1,000  gifts  to 
men,  272  are  shirts,  ties  and  socks 


I  - ^  1 

FASTER 

FOR 

FASHIONS! 

Here’s  a  sure  way  to 
help  turnover  pick¬ 
up,  keep  inventory 
costs  at  a  minimum: 
When  you  order, 
simply  ask  the  whole¬ 
saler  or  factory  to 
send  your  shipment 
by 

Railway  Express. 

Faster  for  fashions — 
or  'most  anything 
else — novelties,  furs, 
perfume  or  a  new 
display  for  your  win¬ 
dows.  Economical 
rates.  Just  phone  us. 

RAILWAY 

Express 

AGENCY  INC. 


NATION-WIDE  RAIL-AIR  SERVICE 

^  - y 
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are  in  second  place  with  173  out 
of  a  thousand.  Slippers  are  third, 
followed  by  gloves,  belts-garters- 
suspenders,  razors,  wallets  and 
finally  a  group  covering  iiuifflers, 
sw'eaters,  wind-breakers,  and  under¬ 
wear.  In  this  connection,  men  in 
the  service  recently  indicated  that 
in  addition  to  the  above,  their 
preferences  included  portable 
radios,  movie  cameras,  portable 
typewriters  and  reversible  rain¬ 
coats. 

Of  the  presents  for  children 
91.3%  were  toys  and  the  remainder 
clothing.  Boys  lead  the  girls  in  the 
number  of  toys  received.  Of  every 
1,000  toys,  575  are  for  boys  and 
426  for  girls,  and  1 32  of  the  boy-toy 
group  were  trains,  one  out  of  every 
five  toys  for  girls  was  a  doll.  The 
so-called  “educational”  toys  were 
in  strong  favor.  For  boys,  a  con¬ 
struction  set  is  typical:  for  girls, 
sets  of  dishes  and  other  household 
toys  imitative  of  adult  life. 

In  the  home  gifts  kitchen  items 
were  the  most  im[x>rtant.  Lamps, 
candles,  clocks,  ash  trays,  cigarette 
boxes,  vases,  toasters,  waffle  irons 
and  other  electrical  gadgets,  table 
linen,  silverware,  chinaware,  glass¬ 
ware,  furniture,  pictures  and  fire¬ 
side  accessories  came  next  in  that 
order.  A  similar  study  made  for 
furniture  stores  showed  that  the 
following  items  sold  best  in  the 
stores  of  the  country:  chairs,  desks, 
cedar  chests,  tables,  lamps,  radios, 
sewing  cabinets,  living  rcxmi  suites. 


footstools,  hassocks,  smokers,  mir¬ 
rors,  hostess  trays,  chenille  spreads, 
studio  couches,  mattresses,  dinner- 
ware,  and  period  sofas. 

Under  “miscellaneous”  gifts, 
books  are  the  most  popular,  with 
games  for  grown  ups,  stationery 
and  “something  for  the  dog”  high 
on  the  list.  Then  come  phono¬ 
graph  records,  fruits  and  candy. 

Retailers  this  year  are  in  a  par- 
ticidarly  advantageous  sjx)t  in  their 
toy  departments  since  this  merchan¬ 
dise  is  ordered  far  in  advance  of 
the  season,  and  manufacturers 


were  in  a  position  to  make  up  their 
goods  before  priorities  became 
effective;  consequently  they  will 
have  a  hne  assortment  of  items  on 
hand  for  Santa  Claus  when  he  is 
looking  for  them. 

In  fact  the  assortments  in  all  gift 
items  are  surprisingly  complete  this 
year,  and  carry  many  new  items  to 
meet  the  wants  of  consumers  with 
more  money  in  their  pockets  to 
spend  than  in  a  decade  and  many 
pent-up  desires  for  things  and 
qualities  they  have  not  been  able 
to  gratify  in  many  years  past. 


Roadside  Retailing 

(Conlimied  from  page  24) 


to  shop.  Instead  of  figuring  that 
such  outposts  as  have  been  suggest¬ 
ed  will  compete  with  the  main 
store  it  may  be  more  intelligent  to 
assume  that  the  competition  will 
be  w'ith  other  roadside  retailers 
who  at  present  are  getting  business 
w'hich  should,  but  does  not,  go  to 
the  store. 

Certain  practical  difficulties  will 
at  once  suggest  themselves.  Fhe 
ojjeration  of  any  kind  of  branch 
stores  is  quite  a  problem  in  itself 
for  the  average  department  store 
organization.  .All  uk)  frequently  it 
is  less  trouble  to  run  a  ten  million 
dollar  business  in  the  main  store 
than  it  is  to  operate  a  half  million 
Ijranch  at  some  tUstaiice.  .A  series 


New 

Burroughs 

‘kN  CASH  REGISTERS 


♦  >■•'*** 


I  Aiso  models  that  combine 
advantages  of  on  adding 
machine  and  cash  register. 


MANY  MODELS 
Certifying  •  Receipt-Issuing 
Non-Printing  •  Printing 


Writ*  today — mentioning  your  line  of  business 
—  for  illustrated  descriptive  booklets,  prices 
and  terms  on  new  Burroughs  Cosh  Registers. 
BURROUGHS  ADDING  MACHINE  COMPANY 
6Is47  Second  Avenue,  Detroit,  Midiigon 


of  roadside  shops  might  require  al¬ 
most  a  separate  organization  and 
in  the  end  might  not  yield  com¬ 
mensurate  returns.  However,  the 
problem  is  still  there  and  the  in¬ 
roads  on  the  store’s  natural  busi¬ 
ness  will  continue. 

Objections  also  will  immediately 
arise  that  it  is  beneath  the  dignity 
of  many  stores  to  embark  upon  this 
sort  of  competition.  It  may  be 
granted  that  in  certain  instances 
such  an  objection  may  spring  from 
the  soundest  sort  of  reasoning 
while  in  other  cases  it  may  spring 
from  nothing  more  than  a  general¬ 
ly  stuffy  attitude.  W'^e  do  not  be¬ 
lieve  that  the  most  exclusive  type 
of  store  could  do  very  much  for  it¬ 
self  by  going  into  roadside  retail¬ 
ing.  It  is  difficult,  for  example,  to 
imagine  a  concern  like  Tiffany’s 
competing  with  roadside  business¬ 
es,  but  stores  w’hich  depend  upon 
the  great  middle  class  and  lower- 
end  trade  might  find  something 
worth  while  in  the  suggestion. 

In  this  connection  it  is  of  inter¬ 
est  to  observe  that  the  present  trend 
toward  sery  high  taxes  and  the  sale 
of  government  bonds  to  individu¬ 
als,  coupled  with  the  increased  em¬ 
ployment  and  the  constantly  rising 
wage  levels  in  Defense  industries,  is 
making  for  a  great  transfer  of  pur¬ 
chasing  power  from  the  classes 
which  heretofore  have  enjoyed  it  in 
largest  degree  to  the  working  clas¬ 
ses.  Thus,  we  may  expect  the  road¬ 
side  enterprises  to  get  more  and 
more  business  which  formerly  went 
to  citv  stores.' 
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ELECTROMATIC 

the  typewriter  of  Champions 


ELECT5^»^ATIC 


Eleven  new  world’s  records  were  made 
on  the  IBM  Electromatic  Typewriter 
during  the  recent  Commercial  Schools 
Contest  in  Chicago. 

The  reasons  behind  this  remarkable 
showing  are  three  in  number; — the 
feather-light  touch,  the  electric  carriage 
return,  and  the  slight  key  depression 
(only  l/8th  of  an  inch).  Electromatic 
operators  actually  save  tons  of  typing 
effort  and  miles  of  arm  and  finger  travel. 


The  beautiful  print  work  of  this  ma¬ 
chine  is  at  once  apparent.  Electric 
power  supplies  each  type  character  with 
the  exact  amount  of  impact  for  ideal 
printing.  Also,  the  Electromatic  will 
type  as  many  as  20  distinct  carbon 
copies  simultaneously,  with  the  same 
feather-light  touch. 

Complete,  illustrated  literature  on  re¬ 
quest.  Write  to  our  General  Offices,  590 
Madison  Ave.,  New  York,  N.  Y. 


INTERNATIONAL  BUSINESS  MACHINES  CORPORATION 
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Willmark,  distinguished  by  its  25  yesn 
record  of  fact  finding  and  reporting,  al 
continually  checking  sales  counter  condi^ 
tions  in  16,563  leading  retail  stores  in  thci 
country.  Willmark  gives  these  stores  the 
authentic  facts  they  must  have  for  builck 
ing  an  increasingly  effective,  proht-mak* 
ing  sales  staff.  Willmark,  set  in  action  on 
your  selling  floors,  will  take  the  guess^ 
work  out  of  the  "sales  and  profit- ability*^ 
of  your  sales  organization.  ) 


Do  you  know  that  guessing  about  the  efficiency 
and  integrity  of  your  salesforce  is  costing  you 
money.^  Do  you  know  that  hidden  inefficiency  and 
irregularity  at  all  points  of  sale  are  stopping^©// from 
achieving  the  maximum  in  sales  and  profits?  If  you 
do  not  have,  at  your  fingertips,  all  the  necessary  facts 
on  sales  counter  activities,  inefficiency  and  irregu¬ 
larity  are  taking  their  toll  in  your  store  today. 


Right  now,  start  checking  for  close! 
control  over  the  activities  of  your  sellioJ 
personnel  by  writing  for  "Willmark  iJ 
Action."  Of  course,  there’s  no  obligation.] 
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Smart  retail  executives  realize  more  than  ever 
before,  the  paramount  importance  of  up-to-the- 
minute  jacts  on  how  salespeople  are  serving  cus¬ 
tomers  and  recording  transactions.  These  retailers 
cannot  afford  to  guess  about  such  vital  matters; 
they  rely  on  the  one  tried  and  proven  method  to 
get  the  facts. 
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